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Eurekas Marvelous 
Kise to Leadership 


Eureka’s shipments increased from 104,172 cleaners in 1920, to 
228,470 in 1923—an increase of 124,298 cleaners. The combined 
shipments of all competitive “makes” decreased from 919,995 
cleaners in 1920, to 796,530 in 1923—a net loss of 123,465 cleaners. 








A Graphic Record of 
Eurekas Remarkable Growth 


1920 


Sales 


Total 
Sales of 
Combined Competitive 


\ “Makes” 
\ 919,995 


Sales Loss hy 69 competitive Makes in three year period 23465 
Sales Gain by Eureka in three year period-124,298 or-H9% 


In 1920, one Eureka was In 1923, one Eureka was 
sold to each 9.0 sales made sold toeach 3.5 sales made 
by all competitive*makes” by 69 competitve’ makes” 
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Eureka’s increase alone exceeded the total year’s ship- 
ments of any one of sixty-five of the other sixty-nine 
competitive ‘“‘makes.”’ 


During 1920 one Eureka was sold to every 8.8 


sales of the combined competitive “‘makes.”’ In 


1923, the combined sixty-nine competitive 
‘“*makes’’ were able to sell 
only 3.5 cleaners to each 
Eureka. This analysis proves 
that a clearly-defined prefer- 
ence exists for the Eureka; 
and that it must be a real 
money-maker for authorizéd 
retail dealers. Our District 
Sales Manager will be pleased 
to analyze your problems and 
help you to an immediate in- 
crease in your electric cleaner 
sales. Write the factory for 
an appointment. 


EUREKA VACUUM CLEANER Co., Detroit, U. S. A. 


Makers of Electric Vacuum Cleaners since 1909 
Canadian Factory, Kitchener, Ont.; Foreign Branch, 8 Fisher Street, Holborn, London, W. C. 1, England 
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The Baxters couldn’t keep a maid 


Mrs. Baxter surveyed the disordered living-room. She thought of 
the kitchen full of dirty dishes. She heard Billy Junior in the nursery 
again demanding attention. With a sigh she slumped into a chair and 
protested against the unreliability of servants in general and in partic- 
ular of Lucinda, who had left just after dinner the night before. 


But Alice Osgood, who had come to take Mrs. Baxter for a round 
of golf, looked on this predicament with different eyes. To her, Lu- 
cinda’s leaving was just an index of a disorganized Baxterhome. Why, 
the night before there wasn’t even silverware enough to serve the guests 
properly. Lucinda had had to wash pieces between courses. Now she 
was gone—well! 
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HERALDIC PATTERN 
Dessert Server 
Reduced about one-third 
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Will Mrs. Baxter 


buy her silver from you? 


= 
T HERE are many Mrs. Baxters who are 

reading the 1847 Rogers Bros. advertise- 
ments in the leading publications and who are 
coming to realize that enough silverware, in a 
sufficient variety of pieces, helps to make the 
home what it should be. 








These Mrs. Baxters are going to buy new equip- 
ments of 1847 Rogers Bros. Silverplate or are 
going to add to what they already have. The 
question is, are they going to buy their silver- 
plate from you? 









They will if 1847 Rogers Bros. Silverplate is on 
display in your windows and in your store and 
if you let people know that you handle this ware. 








For advertising and display helps that will attract 
the Mrs. Baxters to your store ask your jobber or write 
to Sales Promotion Department, 







INTERNATIONAL SILVER CO., MERIDEN, CONN. 


1847 ROGERS BROS. 


Caer eet 






HERALDIC 
Bow!. Candlesticks. 
Tea Set Waster and 


These handsome 
pieces and many others 
are made to match 
the tableware in 1847 
Rogers Bros. patterns. 








: 
| 


Se ee, ke 





A NR ee I eetnes ——— 


we, a. 


On a 8 Ee 





FR ee WR armen oo 


a ee 


Se) ee _——_— ee 





=e ES gC 


a 


oe 
pee 





July 3, 1924 






HARDWARE AGE 


V & B Vanadium Hammers are dis- 
tinctly the choice of the carpenter. 


from special V & B formula 
steel, handled with the finest 
second growth white 
ected and approved 
aboratories they 


+ 
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The patented 
Wedge firmly locks 
and is absolutely positi 
a tight head at all times. 


mW 
aie 


The octagon neck and round faced -B 
tern is neat and practical, and the 
special non-slip claw firmly grips either 
a brad or a spike. 


The wax hole is a feature especially 
appreciated by those who work with 
hard wood. 


The special shaped handle. and head 
of the tool gives a hammer of min- 
imum vibration and nice balance—has 
created a steadily growing demand. 
Stock them—it pays. 
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MANUFACT URING COMPANY 





(Makers Of Fine TFoots 








2il14 Carroll Ave.~ 


or Chicago, lll U.S.A, 
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KESTER Acid-Core SOLDER 


1 ib. cartons—1, 5 and 10 1b spools 


KESTER METAL MENDER 


10 cans, about \ Ib. each to carton 
100 cans to case 





KESTER Rosin-Core SOLDER 


1 Ib. cartons—1, 5 and 101b. spools 
18inch sticks in 5 Ib. boxes 


PA 
% 


4 ° 
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Manufactured by the 
CHICAGOSOLDER COMPANY 
4205 Wrightwood Ave., CHICAGO 
Direct Factory Representatives 
DAVIES-ELY CO. LOUISJ.ZIESELCO. 





New York City San Francisco 
Boston, Mass. California 


THE FAUCETTE-HUSTON CO. 
Chattanooga, Tenn. 





: Says the keen 
- Hardware clerk: 
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- KESTER SOLDER 
He.Built a Real Radio™ 


““T TE didn’t know the first thing about 


soldering, but he did know the soldered 
sets were better sets. So when he asked me 
about it I told him that truth. 


“If you use Kester Solder, soldering will 
be the simplest part of hooking up your radio. 
It combines solder and flux and requires only 
heat. Acting on my suggestion, he used both 
Acid-Core and Rosin-Core. The Acid-Core for 
the heavier work, such as the antenna, lead-in, 
etc., while the Rosin-Core he used for the real 
delicate work in soldering taps to switch points 


and the like. 


“They say he’s built one of the neatest 
and most efficient sets in town. And he’s told 
his friends most of his success with Radio was 
due to the expert soldering he did with Kester. 


“Not only that, but he’s taken to solder- 
ing everything around the house, and finds 
pleasure and profit by doing it. 


“That’sthe way it goes; people are taught 
the importance of soldering in Radio, and once 
they use Kester they’re so tickled with the ease 
and simplicity that they really look for more 
soldering jobs.” 


July 8, 1924 
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Atkins SilverSfeelSaws 


To My Fellow Hardware Dealers” \ 


WINNER THIS WEEK 
B. W. KENNEY 


c/o WOOD-DAVIS HDWE. CO. 
Santa Fe, N. Mex. 


Mr. Kenney certainly “hit the nail on the head” 
when he brought out in his letter the phrase 
“Know Your Goods.” This is one of the most 
important phases of salesmanship. If you know 
vour merchandise, you can talk intelligently to your 
customer. We are glad to award this man a 
$10.00 check. 

Send us a letter for the contest. Our only re- 
quirements are that the letter be written on the 
stationery of the dealer with whom you are con- 
nected, and that the dealer handles Atkins Saws. 
If we accept your letter for publication, you win 
$10.00. 


READ THIS CAREFULLY ) 











E. C. Atkins & Co., 
Indianapolis, Ind. 


Gentlemen: ; , 
A great deal has been said and written about super-salesmanship. The general impression is that | 


sales education lies within the man himself, and this often leads to egotism on the part of the salesman. | 
Psychology of sales, customer analysis and other commendable theories are desirable but they should 
not crowd out the fundamental and most important factor in the make-up of any salesman: KNOW | 
YOUR GOODS! 

None of us can gain first hand knowledge of the many lines carried in stock; it is not within us, and 
we must go to those who are best fitted to know. | 

Here is where the Atkins Company enters the field to such an extent that any dealer selling their 
saws must admit the wonderful value of their co- -operative service Their advertising department will 
go to any extent in helping any dealer or salesman to know saws. With the information and helps of 
Atkins literature the salesman can shape his talk to “fit” any customer—the carpenter who knows what 
he wants, or the handy man who doesn’t. 

Aside from the Atkins guarantee, and the fact that Silver Steel Saws cut faster, easier, and hold their 
edge longer than other saws, the Atkins co-operative selling assistance is by itself a sufficient reason for 
recommending their products to other dealers. 

Invariably a good stock of Atkins products insures quick turnover, good margin, and best of all— 
satisfied customers. 


Yours very truly, 
WOOD-DAVIS HARDWARE CoO. 
B. W. Kenney. 


A FEW POINTERS ON ATKINS NO. 3 TROWEL 


Silver Steel, the material from which Atkins Saws are 
made, is well adapted for use in trowels. It will hold a 
straight, true edge and take a very fine temper. The No. 3 
Trowel illustrated has become very popular owing to the 
curved “easy-grip” handle. It is a well balanced tool and will 
stand the most severe usage. Every dealer should have this 
trowel in stock. 


— 





E. C. ATKINS & COMPANY 


Established 1857 


Machine Knife Factory: Home Office and Factory: “The Silver Steel Saw People” 
Lancaster, N. Y. Indianapolis, Ind. Canadian Factory, Hamilton, Ont. 
BRANCHES: 
Atlanta Memphis New Orleans Portland Seattle Paris, France 
Chicago Minneapolis New York San Francisco Vancouver, B. C. Sydney, N. S. W. 
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Concession 








Building up and maintaining the reputation of an 
83 year old screw wrench has not been accomplished 
by special concessions or spectacular sales induce- 
ments 


PETE TU TN 
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The paramount thought and aim of the Coes 
Wrench Company has always been dependable 
quality. 


The confidence placed in the manufacturer has justi- 
fied adhering to that policy. Even in the face of 
price competition and changing market conditions, 
quality has predominated. 
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Achieving unselfish reputation calls for cooperation 
in the strongest sense of the word. The mutual suc- 
cess has been clearly and definitely demonstrated— 
and to this end the hardware jobbers and dealers 
have played an important part—it has been proven 
that it is to their advantage to consider concession 
secondary to confidence. 


Coes Steel and Knife Handle Models 
are made in the following sizes: 6, 8, 
10, 12, 15, 18 and 21 inches. 


Your Jobber can furnish all models from stock. 








Selling Agents 


J. C. McCarty & Co., 29 Murray St., N. Y. 
J. H. Graham & Co., 113 Chambers St., N. Y. 


Fenwick Freres, & Rue de Rocroy, Paris, France 


COES WRENCH COMPANY 


“In business since 1841” 


Worcester Mass. 
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Ano Now— 


COIUMBIAN 
GARAGE VISES 


are equipped with 


DROP FORGED PIPE JAWS 


Unbreakable - Removable 





Rough Forging 





Packed in Individual Stapled Cartons 
Six in a Case, 


No. 143 —Width of Jaw 3 inch 
No. 144A—Width of Jaw 4 inch 


STOCK BOTH SIZES 


The Columbian Hardware Co. 


CLEVELAND, OHIO, U. S. A. 





Finished Jaws 





Garage and Household Vises 
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a success/ 


BOUT six months ago the first Millers Falls 
Spiral Ratchet Screw Driver No. 61 was sold 

to the trade. We’d spent two years in perfecting 
it. We knew it was right. We believed in No. 61. 


But that wasn’t enough. 
Millers Falls makes tools that sell. 


Today we’ve got our answer. No. 61 has made 
a sales record in six short months—one of the 
fastest selling new tools Millers Falls has ever 
turned out. Why? 























Three blades of 
different sizes 
furnished with 


Well, we advertised it to millions of tool users 
in the Saturday Evening Post. That helped. 


each tool. 
Hardware dealers all over the country were 
shown No. 61 by Millers Falls salesmen. They : 
liked it. Became enthusiastic and their enthu- Specifications: 


siasm infected their custom- CON Spiral or rod — Steel, accurately 
ers. That helped—a lot. “~sxe machined. 


But the real answer is found Spiral nuts — Manganese bronze 
tn Mice Gh deal  Ditcchecas, Ratchet Pawls—Tool steel, hard- 


' ral ened 
standing spiral ratchet screw Handle—Stained hardwood, hand 
driver today. Sturdy, effici- polished. 


ent, smooth-working, beau- 
tifully balanced, attractive 
durable finish. Pick one up. 
Look it over. Try it. You'll 
get the reason at once. 


Blades—Special analysis steel. 
Each blade individually tested. 


All exposed parts are highly polished and nickel 
plated. The finish of Millers Falls tools is famous. 


Length, extended, bit inserted . 20% in. 
Length, closed ..... . 14% in. 
Weight without blades . . . 1. db. 


Small, size of this screw driver (No. 67) now 
ready. Length 12% inches. We can also furnish 
chuck and drills for both No. 61 and No. 67. 


MILLERS FALLS COMPANY 
MILLERS FALLS, MASS. 


28 Warren Street 9 So. Clinton Street 
New York Chicago 


MILLERS FALLS 
TOOLS 
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An easy way to , build 
larger rope sales 


“‘Give the public what it wants’”’ is a 
pretty good business rule to follow in 
these days when everybody reads the 
advertisements and looks forthetrade- 
mark on the things they buy. People 
know what they want nowadays— 
and are really satisfied only when 
they get it. 


When a customer asks for rope do 
you show him “just rope”’ or can you 
offer him a brand that he will recog- 
nize as thoroughly reliable in every 
respect? 


H. &A. “Blue Heart’? Manila Rope 
has a distinctive mark of quality — 
that quickly-recognized blue thread 
marker in the center between the 


strands. This sure identification of 
dependable rope not only makes it 
easier for you to sell the first time, 
but gains permanent customers for 
you as well. 


It is a guarantee of rope spun from 
pure, long manila fibre by skilled rope 
makers, rope that will wear longer 
and deliver without fail the strength 
you have a right to expect. 


You can depend, too, upon H. & A. 
‘Red Heart’’ Sisal Rope spun from 
pure sisal fibre by the same skilled 
rope makers. 

Build a permanent rope business in 


your territory with the well-known 
H. & A. brands. 


The Hooven & Allison Company 


Spinners of fine cordage since 1869 


Xenia, Ohio 








Mills: 
Xenia, Ohio 
Cincinnati, Ohio 


Mills: 
North Kansas City, Mo. 
Covington, Ky. 





Trade-Mark Reg. U. S. Pat. Office 


© 1924, The Hooven & Allison Company 
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A Walworth Carton will 
sell wrenches anywhere 












Aside from its greater convenience in 
handling, the sole purpose of the Wal- 
worth carton is to get wrenches better 
displayed and more quickly sold. It be- 


sells an idea, viz., that a 10-inch Wal- 
worth has a hundred and one everyday 
uses round the house. And it makes the 
sale easier by giving your customer (ama- 


teur or professional) a handy package that 
you don’t need to wrap up for him. 


The other standard sizes of Walworth 
Stillson wrenches—with both wood and 
steel handles—range from 6 to 48 inches. 


longs in your window or on your counter— 
not under it. ‘Light under a bushel’’ 
was never more effectively hidden than a 
stock of wrenches buried away out of sight. 





This carton sells wrenches because it 









If this Diamond Mark 

isn’t on your wrench, 

Walworth quality isn’t 
in it. 





WALWORTH MANUFACTURING COMPANY, Boston,” Mass. 


Ill. —London — New York — Philadelphia — Portland, Ore. — San 
Francisco — Seattle — Youngstown. Plants at Boston, Mass., and Kewanee, III. 


WALWORTH INTERNATIONAL COMPANY, NEW YORK, FOREIGN REPRESENTATIVE 


Chicago — Cleveland —Glasgow — Kewanee, 
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What will you buy? 


Jobbers—a hundred of them; Dealers—thousands of 
them today know through actual buying and repeat 
orders that the Metalcraft Line of Playons afford the 
greatest selling values for dealer and consumer. Sturdy 
—every part all-steel—built like a rock to stand 
the gaff of hard service. Beautiful—masterpieces of 
merchandise, priced right through quantity production. 
Ask what the price! Ask whom we sell! Ask what 
the profit! See the Samples! Then decide, as have 
the biggest buyers in the great Hardware world. Write. 








Metallic Industries, Inc.. 4127 Forest Park Blvd., St. Louis, Mo. 
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Of Especial Interest to Hardware Dealers 


8 Best Selling Socket Wrenches 
On an Attractive Display Board 


July 3, 1924 











No. 40 Board. 





Board takes up very little space, 
only 3 ft. 9. in. by 1 ft. on wall or 
post. 


‘a— Walden-Worcester Display 


Yet in that small space you can dis- 
play a real stock of 40 wrenches—five 
wrenches each of the eight best selling 
socket wrenches on the market for Ford 
cars. 


And what a “Silent Salesman” it is 
—jt attracts immediate attention from 
every motorist. 


Carries the very tools that are needed 
for home garage service, and the ar- 
rangement is such that before the mo- 
torist realizes it, he is taking down these 


“wrenches and your cash register is 


ringing up sale after sale. 


We have made the investment small 
so that your turnover will be /arge. 


“Quality?” There’s nothing better 
in socket wrenches and nothing that 
will sell them as rapidly as this Display 
Board, which comes to you free of 
charge with your order. 


W ALDEN -WORCESTER 


INCORPORATED 
WORCESTER, MASSACHUSETTS 
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SAMSON 
CARPENTERS’ 


CHISELS 


THE BEAUTIFUL FINISH 































IS EMBLEMATIC OF 


THE UNUSUALLY YOU CAN 


PROFIT 
HIGH QUALITY OFITABLY 





OF STEEL SATISFY EVERY 


D 
USED EMAND FOR HIGH 


GRADE CHISELS WITH 








SAMSON 
hy f / MADE BY SKILLED HANDS 
Lo IN THE MODERN FACTORY 


OF THE 


i | 
HARDWARE COMPANY 








TORRINGTON, CONN., U. S. A. 
NEW YORK OFFICE - 151 CHAMBERS STREET 


1864 SIXTIETH ANNIVERSARY 1924 
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“‘ILike QileGiant 


Screw Plates, Jack”’ 








Where a Small Assortment 
Meets All Requirements 


Some hardware dealers are under 
the impression that it is necessary 
to carry a large variety of Screw 
Plate Sets to meet the requirements 
of the different garages and service 
stations. 


Such is not the case. With these 
thre GYD Screw Plate Sets you 
can meet them all. Sell the No. D7 
for magnetos, generators, starters, 
etc. Sell the No. 312 “Little Giant” 
for engine and chassis repairs. Sell 
the No. 473 set of Hexagon Re- 
threading Dies for repairing bruised 
threads. 


Should you have calls for thread- 
ing repair sets for Packard, Peerless, 
White and Ford autos and trucks, 
we can supply you with Special 
Screw Plates for these immediately. 










GREENFIELD § TAP AND DIE 
CORPORATION 


~ GREENFIELD, ? MASSACHUSETTS 








New York Store—15 Warren St. 
Chicago Store—13th So. Clinton St. 
Greenfield Tap & Die Corp. of Galt, Ont. 
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This Display Puts “GO” in Oil Can Sales 


ca The whole world needs oil—everything on 
4 wheels—every engine—every motor—every 
lawn mower—every wheelbarrow — every 
hinge—every lock—every caster —every 
grindstone— every typewriter—every sewing 
machine all need lubrication. 
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What an opportunity to sell both Oil and 
Gem Oil Cans—the cans made in patterns and 
sizes for every requirement—outdoors and in- 
doors. 





What a Display to get attention to Gem 
Brazed Steel Oil Cans. See the Quality As- 
sortment, here illustrated, -your counter is the 
place for it. Put it there. Watch it put “GO” 
in your oil can sales. It comes free with the | 
Dozen Gem Quality Assortment. 
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And when customers need additional oilers 
2 they ll return for the Gem, because Gem Qual- 
: ity is a constant reminder that there are none | 
i better. 1, Doz. No. 1604 |/3 pint 4 inch Straight Spout 

YY, Doz. No. 1704 1% pint 4 inch Straight Spout 


Y, Doz. No. 1706 1% pint 6 inch Bent Spout 
14, Doz. No. 1809 34 pint 9 inch Bent Spout 





Your Jobber will supply you. If not—write to 
us. Send for Catalog. It describes the com- 
plete line of Gem Oilers and other products. 


Gem Manufacturing Co. 


N. S. PITTSBURGH, PENNA. 





epi 


Heavy Welded Steel 
Pit Car Oiler Heavy Welded Steel Tallow Pot Heavy Welded Steel Oil Carrier 








GEM OIL CANS 


| “Where no others satisfy-Gem CAN" 
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The Files 
with a “Come-back”’ 


HEY come back for more 

when you sell them 

Kearney & Foot Files---every 
single time. 


Mechanics, tool makers, die 
sinkers -- the fellows who 
know--- swear by this depend- 


able brand. 


There’s profit and turnover 
for aggressive hardware 
dealers in Kearney & Foot 
Files. And remember, the 
world’s foremost manufactu- 
rer of files and rasps backs 
them all. 


KEARNEY & FOOT 


Paterson, N. J. 


Owned and Operated by NICHOLSON FILE COMPANY 
Providence, R. I., U. S. A. 





Kearney & Foot Files 


TRADE MARK 
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H 15 
Highest Quality Padlocks 





” H17 
Automobile and Sports- 


_ H 18 
Hard-Service Padlocks 
men’s Padlocks 


H 16 
Popular Price 
Padlocks 












Here are your salesmen’s 
selling-tools 


YALE Padlock on one of these Yale Metal Selling- 
Devices is already on its way out of the store. 


Yale Metal Selling-Devices are notably attractive. 
They are working every minute. They put many an 
extra padlock in the packages going out. 


Displays attract the customers’ eyes—the power of 
suggestion makes the sale. , 


Set them at work for you. Let them help you make the 
profitable difference between the turnover you have had 
and the greater turnover you could easily get. 


Yale Metal Selling-Devices are supplied free of cost— 
the only charge being for the padlocks attached. They 
are an asset to any store. They make good window dis- 
plays. One or more of the series of five will furnish ex- 
actly the sort of padlock selection to meet any dealer’s trade. 


Ask your jobber’s salesman—or write for our 
Selling-Device Booklet. 


The Yale & Towne Manufacturing Co. 
Stamford, Conn., U.S. A. 
Canadian Branch at St. Catharines, Ont. 


YALE MADE IS YALE MARKED 


Padlocks, Night Latches, Dead Locks, Builders’ Locks and Trim, 
Cabinet Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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A recent survey prepared by William 
J. Moore, president of the American 
Bond & Mortgage Co., states that ap- 
proximately $5,000,000 of required 
_ building will still remain uncompleted at 
the end of 1924. There is also $8,000,000 
of needed construction to complete, to 
which can be added $2,000,000,000 of de- 


layed public construction. 


Not a house, store, church, theater, 
hospital, school, hotel, library, sanita- 
rium, factory, garage, club house, boat, 
auditorium, dancing pavilion, office 
building, railroad station, or building of 
any kind can be built without the use of 
hammers. Hammers are needed for 
nails or bricks or stone work on every 


job. 


THE 
WORLD’S 
STANDARD 


MAYDOLE HAMMERS 


Do you realize the wide sales possi- 
bilities for all kinds of hammers? Then 
there is the general jobbing and repair- 
ing work done in every community. And 
besides all these—every home needs a 
hammer, and factories, warehouses and 
manual training schools need many. 


What a field! What a market! What 
an opportunity for every hardware 
dealer in every town to increase his ham- 
mer sales! 


Do it with Maydole Hammers—The 
World’s Standard since 1843. The ham- 
mers that most contractors, builders, car- 
penters, masons and bricklayers prefer, 
because of their proven dependable 


quality. 


Manufactured by 


THE DAVID MAYDOLE HAMMER COMPANY 
NORWICH, NEW YORK, U. S. A. 
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The easiest way to increase your auger bit sales without in- 
creasing overhead is to increase your average Sale--sell more to each 
customer. 


EASY TO DO 
It’s simply a matter of giving a little thought to your sales. 


Place a display of Irwin Bit sets on your counter, for example, 
and suggest a set to each bit customer. 


REAL SERVICE 


A set provides a box which protects the bits from damage and 
insures that the user will find them together when he needs them. 


Even more important the customer will have a complete assort- 
ment of sizes so that he’ll not be obliged to leave the job right in the 
middle. 


TRY IT OUT 


Place a set on your counter. Suggest to each bit customer the 
economy of having a complete assortment in its own box. 


THE IRWIN AUGER BIT CO., WILMINGTON, OHIO, U. S. A. 





3 Selective Sets 


HE set of six bits covers the necessities of the man who uses only a small range of 

sizes. The set of thirteen bits fills the requirements of the customer who has use for 
all of the usual sizes. The set of ten bits falls between the other two and suits the demand 
for a set of a medium range of sizes. 


The Mainbor Head 
THE “HOME” SET OF SIX BITS 


The bits in these three sets have the Irwin 
Mainbor head. The screw (1) has a pitch of 
thread for general work ; the spurs (2) outline a 
smooth hole; the cutters (3) have ample material 
for long life and the throats (4) are made open 


lf, He 3/4 1 inch for the easy flow of chips. 

















THE “HANDY” SET OF TEN BITS 
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THE “CARPENTER” SET OF THIRTEEN BITS 





Whe % he V2 Ne *% Ke % % = '%6 1inch 








THE IRWIN AUGER BIT Co., WILMINGTON, O., U.S. A. 
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Leadership 


Any piece of mer- 
chandise which is a na- 
tional sales leader helps 
to make the hardware 
merchant a sales leader 
in his own community. 


For nearest distributor see 


McRae’s Blue Book 


The Warren Tool & Forge Co. 
240 Griswold St., Warren, Ohio 


Sledges Picks Mattacks Bars 
Blacksmiths’ Tools Chisels Hoes 
Tongs Hammers Woodchoppers’ Tools 
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Sell Service 





and Satisfaction 





Pronounced 
CRE-CO-iTE 


And Now— 


Each Crecoite tool is 
being equipped with a 
Grady Wedge, specially 
manufactured for us. It 
will eliminate loose han- 
dles. To tighten head, 
simply tap the wedge 


deeper. 
likes the— 


Every user 


Grady Wedge 





NDURING quality is built into 
every CRECOITE Tool. There- 
fore the profits you make on this line are 
unimpaired by dissatisfied customers or 
costly adjustments. [he express purpose 
for which the CRECOITE line was 
brought out can be expressed in this 
manner: 


To provide real quality at a 
price within the reach of all. 


This is true of the whole CRECOITE 
line—hammers, hatchets, camp axes, 
boys axes, men’s axes. No wonder 
dealers everywhere are quick to take 
hold of this line, once its true merits are 
shown to them. 


a 





No. 97 Tourist Axe 


Here’s a light-weight, two-handed axe with a handle 
long enough to be swung. Ideal for tourists, campers, 


scouts, etc.; 214 lb. head, 28 in. hickory handle, rubber 
black rust-proof finish, polished edge and face. 


Ask your jobber or write today for complete information and Catalog H. 


MARION TOOL WORKS, Inc, 


Subsidiary of Chicago Railway Equipment Company—30 Years of Steel Making 

















Marion, Indiana 
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& ror m defe ts and will cheerfully replace 


. MOORE DROP FORGING CO. - 








MORCO 


STILLSON WRENCH 
THE ORIGINAL STILLSON PATTERN PIPE WRENCH 









Ui BO tc he Fron 











» she d it prove defective. We stand j 
” _ back of our product in every way 








~ SPRINGFIELD, MASS. U.S.A. 
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GUARANTEED 


So sure are we of their 
superior construction ; so 
positive that every part is 
flawless; so confident that 
their quality is depend- 
able; we attach our 
infallable guarantee. 





The little tag on every 
MORCO Stillson Wrench 
is your protection against 
defects and is your 
customers assurance of 
complete satisfaction. 


MOORE DROP FORGI NG CO. 
Springfield, Mass.US.A. 


New York Office Chicago Office London Office Paris Office Brussels Office 
74-76 Murray St. 34 N. Clinton St. 27-28 Anning St., E. C. 18 Rue Corbeau 30-34 Rue Locquenghien 
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Machine Screws 
Stove Bolts 
Tire bolts 
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American Screw Co. 
PROVIDENCE , RI. 


WESTERN DEPOT 


225 WEST RANDOLPH ST., CHICAGO, ILL, 
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An assortment of fast 
selling six lever locks 
They are bulky and solid 
and afford good security. 





Card illustrated is No. 
145-E. Size of Edwards 
Display Cards 16% x 
10% wm. with wire easei. 
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Locks Displayed Attractively 
are Half Sold 


Ae 











| N the past years a large number of padlock assortments were 





displayed on pasteboard cards. The cards were constantly 
condemned by merchants as being impractical. They tore and 
got out of order before the goods were sold. 





When we replaced the old pasteboard cards with an unusually 
attractive steel enameled card at the same price, the custom of 
displaying padlock assortments was resurrected. Since then ,it 
has become very popular as the cards do a big job in helping to 


sell locks. 













Stock Edwards display assortments. They afford good profit and 
rapid turnover. The steel cards stand up until the last lock is 
sold, regardless of the number of replacements. 





Carried by leading jobbers. If your jobber 
does not carry them write and we will 
give you the name of one in your locality 
who can supply you. 






The O. M. Edwards Co., Ine. 


Main Office and Factory 






Syracuse, N. Y. 


)FDWAROS( 


No. 02448 No. 02444 
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BOLTS 





The Perfect Bolt 
in the Perfect Package 


—- an Empire New Process bolt 
is in itself a safeguard againist dis- 
satisfaction. 


Selling it in the attractive new mer- 
chandising package is an assurance of 
quickening demand. And in addition, 
the new package makes it easy to find 
the size and type wanted—for the big, 
prominent labels give the information at 
a glance, clear across the store. 











{ Makers Of Botts,Nuts and Rivets Since 1885 |} 
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“That reminds me 
I need a good vise”’ 


That’s the purpose of this distinctive, convenient, 
substantial stand which holds and attractively dis- 


plays 
PRENTISS. VISES 


It’s a sure-seller. 


Men will buy when they see it, but they are liable to 
forget they need a vise if your vises are not conspicu- 
ously in view. 


You know PRENTISS VISES—years of 
reputation behind them — years of perfect 
service ahead of them! 


They lead in quality and value. 


This fine stand will be loaned 
to vou without charge with 
your order for PRENTISS 
VISES to, fill it. Today 
write for it. 


PRENTISS VISE COMPANY 


106-110 Lafayette Street New York City 
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HYATT ROLLER BEARINGS 


































our nearest branch. 


‘ 








Hand, Horse, Motor & Gang 





Factory Branches—DES MOINES, lowa: 319 South West Fifth Street. 











DEPENDABLE LAWN MOWERS—PROMPT SERVICE 


All sections of the country report a late, but cool and wet spring 
—perfect conditions for lawn grasses. The lawn mower season 
will be longer than usual and will hold up well into the summer. 
The prudent dealer will have a well-rounded stock of Coldwell 
Dependable Lawn Mowers for June and early July demands. 
Prompt shipments may be relied upon from the factory or from 


COLDWELL 


DEPENDABLE USWN MOWERS 


COLDWELL LAWN MOWER CO., NEWBURGH, N. Y., U.S. A. 


CHICAGO, Ill.: 4139 West Kinzie Street. 
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g e To reach buyers who 
rd 3 : appreciate the best, this 
v 1 advertisement printed in 
four colors is part of our 
1924 campaign in 


%, 
is 
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Atlantic Monthly 
Century 

Harpers 

Review of Reviews 
Scribners 


World’s Work 
and also appears in 


Elks Magazine 
Literary Digest 
National Georgraphic 


* 








8 To Russwin-ise is to Feonomior 
The Economy of the Best? 


To help you to sell Russwin Hardware is the purpose of this campaign which 
is reaching the most productive market in America. 


Reaching a circulation rich in buying power, the Russwin message is driven 
home unmistakably in the minds of those who know the best and who can 
afford it. Russwin dealers everywhere can feel the results and measure them 
in growing profits. 


Russell & Erwin Manufacturing Company 
The American Hardware Corporation, Successor 
New Britain, Connecticut 
New York Chicago San Francisco London 
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Sterling 


Substantial, light running. 
Mounted with a “Cleveland”’ 
Grindstone, genuine Berea 
or Lake Huron grit, which 
we alone manufacture, 19 to 
22 inches in diameter, 1% to 
2% inches thick. Frame can 
be set up in a jiffy—merely 
by manipulating one bolt. 
Shipped accel down and 
crated. 








Every home needs a Sterbon Star 
round knife sharpener—place one 
of these handsome eye-catching 
displays on your counter and you 
will sell a dozen in quick time. 
Order through your jobber. 


A Complete Source of Supply: 
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The Cleveland Stone Company 
Hardware Products 








It has often been said that a vis- 
itor at 100 farms would find 
nearly 100 “Cleveland” Grind- 
stones on these farms. This is 
eloquent testimony as to the sal- 
ability of “Cleveland” Grind- 
stones. 


During the past two years arti- 
ficial abrasives including grind- 
ing wheels, scythe stones, round 
knife sharpeners have been added 
to our iine with the result that 
hardware dealers can handle a 
broad line of grinding implements 
that are all made by The Cleve- 
land Stone Company. 


And the influence and standing of 
“Cleveland” Grindstones is read- 
ily felt in selling artificial abras- 
ives made by this company. 


In connection with the introduc- 
tion of the artificial line we com- 
bined the old “Cleveland” trade- 
mark with the Sterling abrasive 
trademark with the result you see 
below and this is now the trade- 
mark of all The Cleveland Stone 
Company products. 





The Symbol 
of Better Grinding 


the fact that tl 








The Cleveland Stone Company 
Cleveland, New York and Boston 


“Cleveland’”’ Grindstones, power or hand 
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Something New in Scythe 


Stone Selling 


A new, colorful pom el that dis- 
associates Sterlith scythe 

all others. Effectively ties up with 
hey are made by The 
Cleveland Stone Company. Order 
through your jobber. 








Harvest King 


Frame of heavy angle steel 
1%” x 1%” x %", strongly 
braced and is equipped with 
our standard high grade se- 
lected ‘Cleveland’ Grind- 
stone. Shipped folded com- 
plete, stone crated separately 
to save freight. 


operated; mounted or unmounted; iron or wood frames. Commutator stones, 
Sterling Abrasives: Sterlith scythe stones; Sterbon Star round 
knife sharpeners; Sterbon Abrasive files, Sterlith, Sterbon, Vitrified, Silicate and 


Oil stones, etc. 


elastic wheels of every size and shape, and Sterling bricks. 





stones from 
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There IS a difference 
| in SASH CORDS 
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Why YouShould Avoid Sash 
Cord with a Loaded Centre | 


HEN you buy sash cord with a weighted or | 

doped centre you pay the price of honest cot- 
ton cord for cheap loading material, which the cord 
would be better off without. 
The loaded centre is not put into sash cord to improve 
it. It is put in to make it weigh more or to replace 
an equal weight of cotton. 
| This kind of centre takes no wear, stiffens the cord, 
Nein nalts and makes it far less durable. Even our Sachem 
quality will wear several times as long in running 


Ravel the end over pulleys as the best cord with loaded centre. | 
sited tnole ot These Cords are Not Loaded | 


the centre ' SAMSON SPOT SASH CORD | 
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Are you paying Trade Mark Reg. U. S. Pat. Off. i 
hi . h ? The most durable and economical. Made of extra quality stock, care- q 
for this extra weig es fully inspected and guaranteed free from imperfections of braid or 


finish. Can be distinguished at a glance by our trade mark, the Col- 
ored Spots. Known favorably to architects and builders for thirty 
years and advertised to them constantly. , 


PHOENIX SASH CORD 


———— 
- ¥ « 
“ * © < ~*~ 





Braided hard and glazed like Samson Spot Cord, but made of less ex- 

pensive materials to sell at a low price. It is smoother, more uniform 

in quality and freer from imperfections than ordinary low priced 

cord. Hanks are guaranteed full length and one piece. 

Our SACHEM Sash Cord is not made of quite as good stock as the 
» Phoenix but is a good, uniform cord at a low price. 





ACH of our different grades of sash cord is 
known to the trade as the best of its kind. Net 
weights guaranteed. 
We make all kinds of braided cord, including clothes 
lines, masons’ line, awning line, shade cord, dumb- 
waiter rope, etc., also cotton twines. 


Send for catalogue and samples 


SAMSON CORDAGE WORKS, BOSTON, MASS. 


Mills at Shirley, Mass. and Anniston, Alabama 
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Day and Night Latch 


Insurance against intrusion! 


O YOU know the sales value of caution? The 
tremendous business of American insurance com- 
panies has been built on it. And you can adopt similar 
methods in selling Sargent Day and Night Latches 
and other Sargent Cylinder Locks and Padlocks. 


Show your customers how these convenient locks 
give the sort of protection that absolutely prevents 
entry excepting by the proper key. Entrance doors on 
old style buildings need Sargent Cylinder Latches to 
supplement less effective lock equipment. Apart- 
ments, stores, offices and dwellings can use these 
strong, dependable locks on inside as well as outside 
doors. 


We suggest that you display Sargent Day and 
Night Latches on your counters—that you point out 
to customers that here is inexpensive insurance against 
burglary that needs no renewal. Show them an exclu- 
sive Sargent feature—the push-button stop to dead- 
lock the bolt or hold it back, as desired. Your efforts 
will more than repay you. 


Interesting folders imprinted with your name will 
be furnished for customer distribution. 









SARGENT & 


Hardware Manufacturers 


New York: 92-98 Centre St. Cuicaco: 221-223 W. Randolph St. 


COMPANY 











NEW HAVEN, CONN. 
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The Best by Test 


YOU can learn a great deal about friction tape ina physi- 


HARDWARE AGE 





cal laboratory. These tests are very interesting and abso- 
lutely conclusive. The fabric testing machines show just 
how much strength it takes to break the threads or 


the material. 


Another series of tests show how 
much power it takes to unwind a 
roll of tape at given temperatures. 
Tape must hold at any temperature 
since it is used for such a variety 
of purposes. 

The insulating power of tape is 
readily determined by placing a 
thickness of tape between two pow- 
erful electrodes and seeing how 
much voltage it takes to jump a 
spark through the tape. 

All of these experiments have 


been performed on BULL DOG 


BULL DOG 


FRICTION TAPE 


Made by BOSTON WOVEN HOSE AND RUBBER COMPANY 


Tape with very interesting results, 
but any electrician, any motor me- 
chanic, any hardware man can test 
BULL DOG Tape by experience and 
prove to his own satisfaction that 
“it sticks,” “it holds,” “it lasts”— 
the three great virtues of friction 
tape reduced to the fewest possible 
words. 
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Goop hardware salesman will see 
the logic of pairing or coupling up 
his sales. For instance, when he sells 
an edge tool to a mechanic he sees the 
possibility of selling a Carborundum 
Sharpening Stone. It’s just as easy as 
selling a brush with a paint order. 


Right now hardware men have a splen- 
did opportunity to cash in on this idea. 
Farmers, Gardeners and Householders 
are buying scythes and grass hooks, 
lawn edgers and other tools that will 
need sharpening. 


Every time such a sale is made you 
have created a purchaser for a Carbo- 
rundum File or an Aloxite Scythe 
Stone. 3 


Aloxite Scythe Stones are the fastest, 
cleanest-cutting you can offer. They 
give the scythe or grass hook just the 
edge it should have. 


The Carborundum File is the handi- 
est of all abrasive tools. It will do 
any sharpening job from touching up 


mower section knives to edging a spade. 


The Aloxite Scythe Stones mourn 
Are put up in Attractive Display, Hexes 
: OT 
One Dozen in Eac 


The Files are packed Oné?’ Three Dozen 
_ togacCarton 


Glad to give you Prices, Discounts, Etc.— 


cAnd Immediate Delivery 


Carborundum Sharpening Stones 


Sharpen the Tools of the World 
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A Star Salesman Ready to 
Go to Work for You, 
Selling Carborundum 


Sharpening Stones 





DISPLAY CASE No. 7 


He is neat, attractive, sales-compelling. 
He stands 24 inches high and is sturdily built of golden quartered oak. 


He presents a glass-covered door on which is arrayed an assortment of 
Carborundum Stones so that your customers are bound to see them. 
He creates a desire to buy. 


In spacious compartments he carries a stock of assorted sizes and 
shapes of Carborundum Stones, an assortment of best sellers—stones 
that are always in demand. 


7 


Display Case No. 7 will stimulate sales—dress up your counter—add 
to your profits. 


It doesn’t take much of an investment to get one—it means simply the 
purchase of a small general stock of stones that sell quickly— easily. © 


Use the Coupon— Get the Details 


CARBORUNDUM 


SHARPENS THE TOOLS OF THE WORLD v4 = 


Details of Display 





Case No. 7 offer 


The Carborundum Company fia 
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PERMITS DOORS TO 
PASS AROUND THE CORNER ON 
INSIDE OF GARACE 
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Doorless garages—there are many such at certain periods of the year when it is 
impossible to open or close the doors through their being weather bound or blocked by 
ice, sleet, and snow. 

“Aggravating” is but a mild expression of the terms used by those who have garages 
equipped with doors of this kind. 

Inside hinged sliding doors with handy foot entrance swinging door, inside or outside 
hinged folding doors, equipped with MYERS RIGHT ANGLE ADJUSTABLE DOOR HANG- 
ERS operating on Myers High Carbon Stiff Steel Track eliminate most of the so-called door 
troubles, and are a pleasure to open or close in all kinds of weather. Conditions must indeed 
be extreme before Myers Right Angle door service is interfered with. 

And again during periods when conditions are normal Myers Right Angle Door Hangers 
demonstrate that the exclusive patented features with which they are endowed are practical, 
of real merit and are accountable for a standard of door service difficult to equal by the 
numerous so-called garage door hangers. 

In pairs, or in sets complete with all hardware except the latch, satisfactorily fill every 
sales demand. Catalog, prices and terms to dealers. 


THE F.E.MYERS & BRO.CO.*2i3">- 


MANUFACTURERS OF MYERS HONOR-BILT”’ PUMPS, 
HAY UNLOADING TOOLS AND DOOR HANGERS SINCE 1870 


ADJUSTABLE 
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Ordinary Aluminum 

Ware is only this 

thick. Yet it costs 

almost as much as 
agner. 
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Why Wagner Ware does pay better 


Ordinary 
Aluminum Ware 
This Thich—» 














Wagner Cast Alu- 
minum Ware is this 
thick. Wears three 
times longer. Costs 


bus little more. 











Women now know that the sturdiness 
and beauty of Wagner Cast Aluminum Ware 
cannot be equaled by ordinary aluminum 
ware. They know it.pays to buy Wagner 
Ware because it is much thicker—lasts three 
times longer, yet costs but little more. 


Wagner Cast Aluminum Ware pays deal- 
ers better, too, because it is never sold on 
a keenly competitive basis, as is ordinary 
aluminum ware. It is always sold as a qual- 





New Wagner Case Aluminum Puritan Tea Kettle. 
A popular seller. Free catalog shows full line 











ity line, at right prices, which net a fair 
profit. It permits building a permanent and 
increasingly profitable business, because 
once a woman uses one piece she almost in- 
variably praises it to other women and buys 
many more pieces herself. 

Wagner national and other advertising 
programs offer you the finest possible sell- 
ing help. Your orders and inquiries are 
cordially invited. 


THE WAGNER MANUFACTURING COMPANY, SIDNEY, OHIO 
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Wagner CAST 
Aluminum Ware 
This Thick ———> 
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Complete line of 


WAGNER CAST ALUMINUM WARE 


The beautiful new Wagner Cast 
Aluminum Tea Kettle shown on 
the previous page and the new 
Wagner Two-Way Coffee Perco- 
lator shown above are examples of 
the beauty and utility of the en- 
tire Wagner Line. 

The complete Line includes Cof 
fee Pots, Tea Pots, Casseroles, 
Dutch Ovens, Kettles, Skillets, 
Griddles, Waffle Irons and count- 
less other items. America’s leading 
dealers are pleased to call it the 
finest line of its kind. 

Our new catalog pictures and 
describes every piece in detail. 
Write for your free copy. 


Wagner De Luxe Cast 
Iron Ware 


The handsome finish and fine de- 
sign of Wagner Cast Iron Ware are 
well known to dealers everywhere. 


The Dutch Oven shown is one of 
the popular items. It combines all 
the goodness of the old-fashioned 
Dutch Oven with more modern de- 
sign and fine finish. The complete 
line of Wagner Cast Iron Ware in- 
cludes kettles, skillets, waffle irons, 
griddles, and hundreds of other 
items. Ask for a copy of the big 
new Wagner Ware Catalog. It is 
gladly sent to dealers upon request. 


Two-Way Wagner Cast 
Aluminum Coffee Perco- 
lator; either percolates or 
boils coffee. Free catalog 
shows other models. 





Wagner Cast Iron Dutch Oven. Also made in 
t Aluminum. Always a good seller, 
Free catalog gives sizes and prices 


THE WAGNER MANUFACTURING COMPANY, SIDNEY, OHIO 
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— MARTIN-SENOUR Ge. 


PIONEERS OF PURE PAINT 


FACTORIES. CHICAGO. LINCOLN. MONTREAL. WINNIPEG 


co Se 


Ervin E. Smith Compan 
W. 26 Market St., Lowell, Mass. 
Gentlemen:— 





CHICAGO, ILI... 
July lst, 1924. 









PIONEERS 
' OF 
PURE PAINT 







We hereby authorize you to guarantee Monarch 
sant except a few dark shades os cannot be Whhe Pot pe a 
re lead and zine alone, to be 100% Pure W 
xide of Zinc, Pure Li nseed Oil, Pure Colors and Saas 
Drier, and to be entirely free from adulteration or substitu- 
tion, and sold subject to chemical analysis. 
Yours very truly, 
THE MARTIN. SENOUR CO. 


DV ritoa 


PRESIDENT 
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The Dominant 


‘IT’ PROTECTS 
US BOTH — 








HE Martin-Senour exclusive dealer agent is always 
enthusiastic and confident as he tells his customer about 


MONARCH 100% PURE PAINT. 


He and his clerks invite comparison because they know 


that they can prove before the eyes of their customer, by 
aseries of conclusive tests, why MONARCH 100% PURE 


PAINT hides the surface better, spreads farther, lasts 
longer and is more economical. 


Your trade likes facts—they like to know what their money 
pays for when they need paint. That’s why the MONARCH 


100% PURE PAINT dealer dominates the paint business in his 
community. Martin-Senour Products reflect his reputation as the 
merchant who not only claims to carry the best paints on the 
market, but is able to absolutely prove this claim. 


The Martin-Senour Company has studied paint merchandising 
for nearly half a century. They know the dealer’s needs, they 
understand his problems. They have built their > ea agency 
plans on existing conditions and not theory, and they h ave rein- 
forced that plan with the right kind of promotion and advertising. 
he pian assures quick 
stock assortment. 
Grasp the opportunity oe has spelled paint merchandising suc- 
cess for thousands of d ealers in every part of the country and 


Diesen send in the coupon for further details. 

Each Specialty a Leader in Let us tell you of the selling plan that is different. 

its Particular Field 
<x:ttn, Ge MARTIN-SENOUR Go. 
Wood-Var Color Varnish PIONEERS OF PURE PAINT 
Red School House Paint CHICAGO: LINCOLN -NEW YORK: LOS ANGELES-SAN FRANCISCO 
ee mene Tell us more about your exclusive agency proposition. 
Motor Car Enamel - 
Porch and Deck Paint Dealer s Name Se ee PT Te PET CTE TUL TTT CC TUTTI 
Kalso-Tint 
Screen Enamel CN Bn oe Bs ga Sl sw Gly cls GBs cretweuceds 


Wagon and Tractor Paint 





turnover, good profits and minimum 
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Sales for 1920 19:22 


Alumo dealer sales going up fast 
—are you with him? 


T° THERE any reason why you shouldn’t 
prepare for getting increased sales of 
Alumo Skates this fall? There are no other 
skates on the market like Alumos, and none 
can be made like them, because Alumos are 
fully protected by patents in every impor- 
tant country where ice skating is enjoyed. 


Alumos are welcomed by skaters every- 
where, because they offer distinct advan- 
tages which make them highly desirable. 


Alumo Skates do not, 


ties of assembling processes makes it possi- 
ble to shape them without restriction into 
lines of beauty, into fitness to the foot, and 
into perfect structural form and balance. 


Alumo Skates are made and sold by a 
thoroughly reliable company—the same peo- 
ple who control the patents of Kryptok 
Glasses, with which they have made one of 
the outstanding merchandising successes of 
the past ten years. 





and cannot, have the 
defects of assembled 
skates. On account of 
the patented construc- 
tion principle upon 
which they are built 








— Send for catalog 


Hundreds of dealers al- 
ready know the possibili- 
ties of profit in Alumo 
Skates. They have made 
money with them. So can 
you. Get complete infor- 





One-half of one side of this Alumo Skate has been mation for yourself. Ask 


there is nothing about cut away to show the method of construction. The your jobber about Alumos 


dovetailed runner is inserted in a die-casting mold into : . 
them to work loose, which a molten aluminum alloy is shot, under air fo write ~ aA today 
wear loose or rust loose. pressure. The aluminum cools instantly, forms the for a catalog. is puts 


And the fact that their ody. part of the skate, and unites with the runner, you under no obligation to 


making a structural unit. 


The aluminum in cooling yy The catalog will be 


i i imi ips the dovetailed runner structure so securely that . 
design is not limited by the runner cannot be loosened even by the sharpest Sent to you by return mail, 


the mechanical necessi- jammer blows. 


postage paid. 


INTERNATIONAL DEVELOPMENT CO. 


Sole Owners of Alumo Skate Patents 


Malden, Mass. 


Alumo SKates 


and Skating Shoes 
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Zine {nsulated 


TRADE MARK 


Fences 


FFU WNSULATED AGAI NST RUST 
VunIe’ I 40%T0 100% MORE ZINC 


AMERICAN, ANTHONY, NATIONAL, ELLWOOD, ROYAL, U. S 


MORE THAN DOUBLE HEAT TREATMENT in zinc bath, the only proper way to 
give thicker coating, in connection with 


PERFECTED DRAWING THROUCH OUR DIES BY THE MOST SKILLED WIRE 
DRAWERS IN THE WORLD, PRODUCING SMOOTH, ROUND SURFACE WITH- 
OUT RIDCES, TO WHICH ZINC IS EVENLY AND INSEPARABLY APPLIED. 


Reduces fence cost per year. Absolute security against hardest use 


THE ZINC INSULATED PROCESS ADVANCES QUALITY TO THE LIMIT OF 
FENCE ENDURANCE POSSIBLE TO ATTAIN BY PRESENT KNOWN METHODS. 


THE WIDEST ADVERTISED AND BEST SELLING 
FENCES ON THE MARKET 


Write us for selling details 


F ARROW STEEL FENCE POST 


Built like a railroad rail. Remarkable stiffness and durability. 
Has sprung into immediate popularity. Extensively advertised. 
Write us for selling plans and literature. 
American Clidden 


American Special 


Every kind for every pur- Waukegan Lyman 
pose, in every form and Ellwood Junior 
every finish. Baker Perfect. 
Bale Ties. Telephone. Reinforcement. 
WE STAND BEHIND DEALERS FOR PROMPT QUALITY SERVICE. 


AMERICAN STEEL & WIRE COMPANY 


Chicago, New York, Boston, Cleveland, Pittsburgh, Denver, Dallas 


U. S. Steel Products Co., San}Francisco, Los Angeles, 
Arrow Steel Post Portland, Seattle 

















Nails, spikes, tacks. 
Barbed—our celebrated 
brands Ellwood Clidden 
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“VULCAN” 


DROP-FORGED 


CHAIN PIPE VISE 





Unbreakable, Compact, 


If these are the requirements you demand of a pipe vise—then the Genuine 
WILLIAMS’ “VULCAN” is the Tool you want. 


They are dwarfs in size, but giants in strength and efficiency, compared with 
clumsy, bulky, malleable or cast vises. Made entirely of wrought steel, their 
light weight and compact design render the two smaller sizes of WILLIAMS’ 
“VULCAN” readily portable by hand, or in tool-bag. Even the No. 4, for 
8-inch pipe and fittings, tips the scales at but 30 lbs.—about half the weight 
of the conventional hinged tool of yoke design. Its price is correspondingly 
low. 
4 sizes for 4% to 8” pipe. Literature on request. 


J. H. WILLIAMS & CO. 


“The Drop-Forging People” 
BUFFALO, N. Y. 


—Districtr WAREHOUSES— 
NEW YORK—75-77 Spring St. CHICAGO—117 No. Jefferson St. 





Rapidin Action, Positivein Grip 
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Tell Your Customers 


that in putting up screens it is not necessary to have them 
disfigured later by streaks of rust coming from the heads of 
the tacks used. 





They can buy Atlas RUSTLESS Tacks and avoid this. 


They will be glad to accept your advice and thank you. 


eee 
Rustless Tacks 
Aeroplane Japanned 


Golden Eagle Electro 
Brass Plated 


Plymouth Rock Copper 
Plated 


— a A 


~~ 
Rustless Tacks 
Aeroplane Japanned 


Golden Eagle Electro 
Brass Plated 


Plymouth Rock Copper 
Plated 


= 





Tacks for every purpose 


ATLAS QUALITY 





Fe ga Beta, hy a pee ST ae ee — a — — — . . 
oh Bein aaee ba aT eS Thy + | antes 1 see RRR th he TA 1G RE ERM 255s PD 5 Sp MA Se Seach ag 15 2 eR es Ea eo Se oS ae 
DANS AR Ras ASS aS RT Se opi RES Speer a sala Gea Ng ee i Pt i ng a Eee ee Va 2) ASE PR ERS ital kg ie, 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 
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(/(ACCO” CHAINS ) 


for Farm Service . 


Pe’ Neg | 








“TENSO” 
TIE OUT 




























































































Farmers have been educated to select their tools 
and equipment with care because they have un- 


usual service conditions. i , “A J AX ” 
You can satisfy their chain needs and hold their ~ BREAST CHAINS 


trade with ““The ‘Acco’ Line.” Now is the time 


to sell them! an 


AMERICAN CHAIN COMPANY, INC. 
BRIDGEPORT, CONNECTICUT 


District Sales Offices: 
Boston Chicago New York Philadelphia Pittsburgh San Francisco 














Largest Manufacturers of Welded and Weldless Chain for All Purposes and Makers of the Famous Weed Automobile Accessories 





\ 
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Now Mr. LEGRAND sells 
five times as much 





**My customers like Dutch Boy white- 
lead so well they tell others about it,” 
writes Mr. Albert Legrand, paint dealer 
of Rutherford, N. J. ‘‘That’s why my 
sales have jumped from 2000 pounds in 
1920 to over five tons in 1923—an in- 
crease of more than 450@%.’’ 


Mr. Legrand believes in actively push- 
ing products which bring customers and 





their friends back to his store again and 
again. A fast-moving stock such as 
Dutch Boy soon piles up many profits. 
Over a period of months, it is the quick- 
selling, shelf-shy article which shows 
the big gain and keeps the paint dealer’s 
business steadily growing. 


From city, town, and cross- 
road stores in every section of 
the country, reports like Mr. 
Legrand’s have been steadily 
coming in. Many alert mer- 
chants tell us of increases in 





Dutch Boy white-lead sales as high as 
2100%. All of them energetically put 
their selling efforts behind Dutch Boy 


white-lead because it is a standard paint 


product backed by years of national 
advertising. 


Without exception, these merchants 
tell us that by keeping their customers 
coming in for Dutch Boy white-lead, 
they invariably boost the sale of many 
other products. In this same manner, 
Dutch Boy white-lead can make your 
business grow. 


Ask the Dutch Boy salesman or write 
us direct for more information about 
the quick sales and many profits Dutch 
Boy will bring you. 


A complete sales-making window dis- 
play, such as you seein the picture above, 
and other helps are ready for mailing to 


you. Ask for Dealer Helps . 
No. 33 in your letter. Pkwy 


NATIONAL LEAD COMPANY 


New York, 111 Broadway; Boston, 131 State St.; Buffalo, 116 Oak St.; 
Chicago, 900 West 18th St.; Cincinnati, 659 Freeman Ave.; Cleveland, 
820 West Superior Ave.; St. Louis, 722 Chestnut St.; San Francisco, 485 
California St.; Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth 
Avenue; Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut Street 


FOR INTERIOR AND EXTERIOR PAINTING 


DUTCH BOY WHITE- LEAD 
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American Galvanoid and Bronze 


GALVANOID leads by far all other grades in its 
field, and this progressive success may be attributed 
to the good service, year in and year out, which it 
has given to the consumer. 


Our manufacturing department has left nothing un- 
done to maintain and improve, if possible, the high 
standard of quality set by GALVANOID screen 
cloth. It has proven: to be a profit producer to 
dealers, and the demand is constantly increasing. 
GALVANOID is scientifically zincked after weaving 
by our modern electric process, then varnished. It 
is firm, durable and attractive—the best grade of 
zincked cloth made. 


AMERICAN BRONZE 


The demand for “better quality” screen cloth is fur- 
ther evidenced by our greatly increased sales of 
AMERICAN BRONZE. This grade is made of 90% 
pure copper and 10% non-corrosive alloy, and is firm 
and resilient. AMERICAN BRONZE should last as 
long as the frames which hold it. Avoid so-called 
“pure” copper substitutes, which are too soft and not 
as durable or copper of harder temper which is 
brittle. 

Educate your trade to SCREEN FOR PERMA- 
NENCY, and insist on AMERICAN BRONZE. 

We also manufacture Painted, Galvanized, Copper 
and many grades for particular purposes, such as 
Fly Killer Cloth, Sifter, Grain-cleaning Cloth for 
Fanning Mills, and Wire Cloth for many other re- 
quirements. 


Samples, Circulars, etc., furnished on application 
ORDER THRU YOUR JOBBER 


AMERICAN WIRE FABRICS CORPORATION 


SUBSIDIARY OF 


WICKWIRE SPENCER STEEL CORPORATION 


General Offices: 41 East Forty-second Street, New York 
Western Sales Office: 208 So. LaSalle Street, Chicago 


WORCESTER BUFFALO PHILADELPHIA DETROIT SAN FRANCISCO LOS ANGELES SEATTLE 
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NOW-= 


Buy Rome Copper Tea Kettles 


A tea kettle is a staple item—it’s an “institution” of 
the home. As essential almost as the kitchen stove, 
the tea kettle demand is constant. 


It behooves you to anticipate future requirements and 
buy now. Copper is at a low price level, lower than 
it has been for several years. As we save in our copper 
purchases, you save in your Rome Copper Tea Kettle 
purchases. 


Rome Copper Tea Kettles in bright nickel plate or 
polished copper make attractive selling displays, either 
arranged by themselves or in combination with other 
items. 


All tea kettle requirements may be fulfilled from the 
comprehensive Rome line—variety in size and design, 
also in weights of copper are complete. Each kettle 
is sturdily made and gives the user a full measure of 
satisfaction. 


See your jobber—or write us. 


ROME MFG. CO., Office and Factories: ROME,N. Y. 


Branches: 


NEW YORK, 342 MADISON AVE. BOSTON, 60 INDIA STREPT. 
CHICAGO, 1431 LYTTON BLDG. SEATTLB, 302 PIONEER BLDG. 
SAN FRANCISCO, 610-614 WELLS FARGO BUILDING. 


2129-V 
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and Rome Copper 
Wash Boilers 


To assure cleanliness, clothes must be 
boiled, and women will boil clothes not- 
withstanding claims of some washing 
machine makers. They soak clothes 
overnight in a boiler, using modern 
washing powders and soaps, and then 
boil them. In this manner, there is very 
little necessity for rubbing. 

Buy Rome Copper Boilers now and have 
a profitable wash boiler business for 
months to come. 

Small, medium, large sizes of 12-, 14-, 
16-, 18- and 20-0z. copper. 

















COPPER & ALUMINUM UTENSILS 
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June Points 


for Premier Duplex selling June days—open windows—flying dust 


Double Action—to clean cleaner. —big days for the Premier Duplex. On 
Powerful suction plus motor a warm June day when the dust piles up, 
driven brush. when the weather takes away the will to 

No oiling—motor and brush are built work, step in with your Premier Duplex. 
ball bearing, are packed in lu- : 7 
bricant, and will run smoothly One gentle sweep, and its double action 
for years without oiling. takes up surface dust, threads, deepest 

Adjustment indicator—a turn of the embedded grit—everything. Each sepa- 
hand screw with visible indi- ; 
sha ten: t-te alten ae rate labor saving point has an added sell- 


nozzle to every carpet depth. ing power. Keep busy. And keep your 


These—and every point of Premier sales figures mounting. 
perfection from grip to nozzle. 


Electric Vacuum Cleaner Co., Inc. @ 
Cleveland, Ohio re j i sey 
eee .~ in Canada by the Premier Vacuum Cleaner up eC 


ompany, Ltd., and the Canadian General 
Electric Company, Ltd. 
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Housewives Are Putting 
Up Fresh Fruit and 
Vegetables 
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Here’s Your Chance to Sell Them 
*Everedy Jelly Bags and Stands 








A Line You Can Handle with 
Nearly every housewife in your neighbor- Pleasure and Profit 

hood is busy preserving or getting ready for 

it. What a golden opportunity to boost your 

sales of Everedy Jelly Bags and Stands. 


Pleasure—because it makes satisfied 
customers and brings you new ones. 
Profit—because with a small investment 


This is profitable business and might as well you can turn over your Everedy stock 
be yours. Go after it. Display this outfit in quickly and often—thus building sales 
windows and on counters. Talk it up to your volume and piling up profits. See your 
customers. You’ll be surprised how speedily jobber about this line or write us. Be 


sure and get displ: terial. 
sales will soar and profits accumulate. 8 play materia 


*E 
Here is shown the Everedy veredy Bottle Capper 


Jelly Bag and Stand which 
makes preserving a simple 
task. Stand is sturdily made 
of heavily nickeled steel. Bag 
made of specially woven 
strainer cloth, Simple to 
operate. Retails for 75c. 
Extra bags 25c. 


A popular capper _nickel- 
plated and made with wood or 
padded base. It sells easily 
because it is well and favor- 
ably known. It is everything 
a capper should be. Retails 
for $1.50. Phain base, $1.25. 
Order in original package— 
six in box. 





Everedy (No-Sed) Filter Bag and Stand 
* Tested and approved by the Good Housekeeping Institute Fine for making home 
and advertised in Good Housekeeping Magazine. beverages. Prevents loss 


of liquid while filtering. A 
useful, easily-operated out- 








This is a point that makes an instant hit fit. Stand retails for 50c. 
with women. They all know that this en- Bags 50c, 75c, $1, accord- 
dorsement is only given after an exhaustive — 
: and practical test. Women know they can 
depend upon any article approved by this “Qld Bud” Bottle Capper 
: well-known authority. Talk up this point eli ot Gidea Oe tote 
when selling Everedy Jelly Bags and Stands bottles. One light blow and cap is 
as well as Everedy Bottle Cappers. on and bottle airtight. Big 10c 


value. 


Dealer helps with each package. 
Everedy Fish Scaler 


A useful tool in the kitchen or 


"THE EVEREDY COMPANY sportsman’s kit. 19 sharp teeth. 


1lE S Good, solid wood handle. A winner 
ast Street lng 
Frederick, Maryland 





Slight increase in prices in Canada and far West. 
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Buy Spring Hinges 


the best withstand 
Hardware Hardest wear 
for of any 
Hard-wear Hardware 














BOMMER 


SPRING HINGES 








ARE THEBESI 


YOUR JOBBER SELLS THEM 


TRADE MARK TRADE MARK 


BOMMER, §=BOMMER SPRING HINGE COMPANY froontyn wy DBOMMER 
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It is a warm-air circulator. Unlike 
an ordinary stove it circulates the 
heat instead of radiating it. 


It will heat five to seven rooms 
evenly and comfortably. 


It burns either hard or soft coal or 
wood and extracts every possible 
heat unit from the fuel. 


4 It takes the place of two or three 
stoves and thus saves valuable 
floor space. 


4 It takes up little space. It is only 
24 inches square and 51 inches 
high. 


6 It requires no basement. 


WEATER CIRCUS 


Twelve 


Outstanding Advantages 
of the Sunbeam Cabinet Heater 











rare seen 


7 It is as attractive as a fine piece 
of furniture. 


8 It is easily set up and easily 
moved. Its fine enameled sur- 
faces make it easy to keep clean. 


OQ It provides safe heating for the 
children. It provides even 
warmth throughout the house. 


10 Its dust and gas-tight construc- 
tion is another measure of safety 
and cleanliness. 


11 It provides an abundance of 
healthful heat at a surprisingly 
low cost. 


1 Comes completely 
ready to connect with flue. 


It Hedite by a New Method 


All the air in the home is drawn into the heater through wide openings at the 
bottom, heated as it passes around the fire pot and combustion dome, and sent 
out the top. Warm air in a steady stream is constantly and evenly flowing 


into every part of every room. 


These and many other advantages are effective selling points for the 


dealer. 
by it. Why not you? 


Some dealer in your territory is going to use them—and profit 
Write today for the Sunbeam dealer plan. 


THE FOX FURNACE COMPANY, ELYRIA, OHIO 


Largest Makers of Heating Equipment 


Boston Atlanta Cleveland Chicago Denver 





San Francisco 


BAR: 
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CHATILLON 


FAVORITE FAMILY SCALES 
Are Better Scales—They are Quality Scales 


They are being satisfactorily used in thousands 
and thousands of homes. There are many things 
for which a scale is necessary, for weighing daily 
purchases, for canning, making preserves, etc. 


No. os Favorite ‘ ' , 
Family Scale These Chatillon Favorite Family Scales must not 


be confused with the cheap, tin affairs that are 
sometimes offered for sale. Chatillon aes 
Scales are substantial, well-built, ac- 
curate scales, selling for a moderate 
price, and designed to give proper 
service to the purchaser. 


~—uitg V¥ VT i> — 


Made with either lithographed 
metal dial or white paper dial cov- 


3 ge ~ 


ered with glass. 


Your jobber can supply See RSs 
Chatillon Scales MoH 4, No. 147 


Favorite 


Family 
Scale 
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Why Trimo Monkey W Wrenches Are “Best Sellers” 





The TRIMO 
Pipe Wrench 


The superior de- 
sign and workman- 
ship of this drop- 
forged wrench have 
made it the popu- 
lar favorite for 
more than — 

a 





The TRIMO 
Pipe Cutter 


The new TRIMO 
thin wheel has 
doubled the effi- 
ciency of this well- 
liked tool. It 
means even bigger 
sales both of cut- 
ters and wheels for 
replacement, 
Plumbers and me- 
thanics look for the 
name TRIMO when 
they buy a cutter 
or a wheel. 


6983 


The TRIMO Is a Better Wrench 


Its improved design and superior qual- 
ity 1s apparent at a glance. It is an all 
steel wrench, without a casting. Station- 
ary jaw and handle are drop-forged in 
one piece. Housing is of pressed steel 
electrically welded to the handle. Mov- 
able jaw extends outward, increasing 
leverage with size of nut. Threads in 
both movable jaw and nut are rounded— 
warranted strip-proof. Nut guards in- 
sure perfect adjustment when using in 
close quarters. 


Highly Advertised 
Extensive advertising in newspapers, 
farm papers and trade and technical pub- 
lications is telling every tool user about 


the exceptional advantages of the 
TRIMO. 


And with the TRIMO Quality 
Reputation 


Everyone knows that TRIMO stands 
for good tools. The TRIMO Monkey 
Wrench is following in the footsteps of 
the famous TRIMO Pipe Wrench, 
known and used the world over. 


Don’t miss the easy profits and increased good 
will this wrench will bring you. Sell the TRIMO 
Monkey Wrench. 


TRIMONT MFG. CO. 


ROXBURY, MASS. 
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KNIFE HANDLE 


6”, 8”, 10”, 12” sizes 


STEEL HANDLE 
eo. &, 0°, 2. Ww’. 
21” sizes 
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There’s nothing like ff 
the Genuine a. 


An original and_ exclusive 
patented feature of the Uni- 
versal Clamp is this bead 
which creates the pressures 
that makes a leak impossible. 


With any commodity the genuine article is always the 
safest to buy. 


It has the “quality” and can be relied upon—always—to 
work right. In plain words it is dependable—all ways. 


Universal Hose Clamps combined all the qualities of the 

Patents Granted 
good clamp from the first day they were put on the market. Epccete  Genaiad 
4 . . ; — March 1, 1921 
They steadily maintain the genuine, original features that 


made their reputation what it is today. 


“You can’t go wrong with a Universal Clamp” is a common 
saying among the trade. 





Buy Universals—get the genuine—look for 
the patented features you are entitled to. 


Universal Industrial Corp. 
Hackensack, N. J. 


—EE The Scores 


; . DEPARTMENT OF SALES 
Gn se fe oe Of be 1k 8 Se Te | 
— aati snsieeeaieaaiee Between Holes 
(velelsigteiaisie:s Burton Rogers Co. T. Scott Eavenson 
5 al of of i tl oA ae 26 Brighton Ave. 1536 Cherry Street 


DALLAS Another original and exclusive pat- 
oS OT ee Harry Knight ented feature—the Scores Between 
Seas Cees Se. Holes—which insures a clean quick 
a break-off—saving time and money. 
. sieie'ies 


HOSE 
CLAMP 


Adjustable to Lit arzy-Lrose of aray Size 


The Universal Clamp is made of steel, smoothed edge, cold 
rolled from wire. It is a lasting, rust-proof clamp, BDlectro 
galvanized, not heat treated. Quality all the way through. 


-'e elele ete 


One size—1 to 3 inches—is adjustable to fit any hose of any 
size. We also make a clamp called ‘‘Junior’’ to satisfy the 
occasional needs of hose 4% inch to 1% inches. 
The name is on every box and on every clamp. 





KNOWN TO THE TRADE FOR YEARS—USED BY THE TRADE FOR YEARS 
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Fhe Peak of Profit 











ANSFIELD TIRES are the domi- 
nant tire in the hardware field and 
are sold by more hardware jobbers 
and retailers than any other make of tires, 
if not, indeed, by any other two makes. 
Such a record means something! 
It means that hardware men have found 
tire business profitable, with the right tire. 


It means that the wholesale and retail 
hardware trade is the logical distributing 
plan for a tire of maintained high quality 
at a competitive price. 


And it means that instead of dissipating 
the dealer’s legitimate profit in expensive 
branch houses, Mansfield has built an eco- 
nomical, nation-wide system of distribu- 
tion which pays the dealer for his effort 
and still leaves the factory in position to 
build super-fine tires. 

The hardware trade—stable, permanent, 
credit-worthy merchants in every com- 
munity—have found in Mansfield Tires a 
line on which they can make a real profit 
and satisfy their customers. 
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And hardware men know, when they 
take on the Mansfield linc, that they are 
selling an exclusive tire with no round- 
the-corner comnetition. For more details, 
see back page of this 4-page advertisement. 
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A Phenomenal Tire 
Ata Saleable Price 


IRE buyers have been edu- 
cated to expect high mileage 
—Mansfield records in taxi, 

bus and country road service are 
unsurpassed. 


Oversize tires now in general 
use have raised the standard of 
riding comfort—Mansfield is a re- 
silient, easy riding tire built to 
meet the popular demand for 
shock-absorbing quality. 


The tremendous publicity for 
and against four-wheel brakes has 
focussed the attention of millions 
upon the importance of tire tread 
design and tractive quality. 


The Mansfield non-skid tread, 
originally developed for heavy 
duty and commercial car service, 
is conceded to be a remarkable ad- 
vance in tire construction. 


Mansfield is not a new tire—the 
company is twelve years old—and 
the experience of its executives 
goes back to the beginning of the 
tire industry. 


For several years — through 
industrial depression, through the 
stormiest and most troubled period 


THE MANSFIELD TIRE & RUBBER CO., 


of the tire industry—the Mans- 
field factory has been running 24 
hours a day without a break and 
has been expanding in size and out- 
put until it is today one of the 
largest and most progressive au- 
tomobile tire plants in the United 
States. 


Modern large scale production 
—and the unique, economical sys- 
tem of distribution through the 
wholesale and retail hardware 
trade—have made possible a super- 
tire of Mansfield quality at a price 
which enables it to compete with 
any tire in America and still allow 
the tire merchant an adequate 
profit. 

If you are now selling tires— 


why not make more money with 
Mansfields? 


If you are not selling tires—why 
not start with Mansfields and get 
the profit without the grief? 


Write the factory today for the 
facts. 


It won't be the same old story. 
It will be a new story that you’ve 
been waiting to hear. 


Mansfield, 


Ohio 
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More Chain Miles— 
More Chain Sales 





Sell a man a set of McKay 
Tire Chains and you’ve forever 
ended: his ‘“‘shopping-around”’ 
days for tire chains. Whenever 
that man or any of his fellow- 
motorists needs another set of 
chains, you'll have “first call’’ 
on the sale. Once a man knows 
from experience the remarkably 
long life and durability and con- 
venience of McKays, he won’t 
have anything else. 


McKay Tire Chains outlast 
ordinary chains by months and 


miles—because they are hard- 
ened hard to stand long wear, 
and toughened to stand shocks 
and jars. You can bang and 
pound and grind McKays all 
you want to—they’ll stand up 
under use that would shatter 
and break ordinary chains. 


Every time you sell a set of 
McKay Tire Chains you’ve pro- 
duced an advertisement for your 
business. More miles from 
McKays means more sales for 
you. 


UNITED STATES CHAIN & FORGING COMPANY, Pittsburgh, Pa. 
Makers of McKay Tire Chains, McKay Shurout Chains, 
McKay Ready Repair Links. 


Pacific Coast Sales Representatives 
NORMAN COWAN COMPANY, 451 Rialto Bldg., San Francisco, Cal. 





MSKAY TIRE CHAINS 
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INDIA TIRES 


“BUILT FOR THOSE 
WHO NEED THE BEST” 


July 3, 1924 


Another large 





tab1ishment 
that uses India 


ARR ag 





In Washington 


D. 
Chevy 











pany uses Indias 
exclusively. They 





Dairy. They use 
India Tires 


clusively. 








operate a lar 










Another large Washington 
(D. C.) Dairy Company 
whose fleet is India equip- 


ped. 









Most large Cleveland Ice Cream Companies use 
India Tires. This one does. 


lines find India Tires cost 





TIRE & RUBBER 


 — 


AKRON, OHIO 
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New Timer Doubles | 
Sales for Thousands 








Bakelite Case — short-circuit-proof and 
trouble-free—plus dominant advertising 
in the big national magazines! 


That combination has made the Mil- 
waukee by far the fastest selling timer in 
history. 


Logical, isn't it, for this timer to be so 
popular? Ford has always used a roller- 
type timer, and the Milwaukee is a fine 
and famous roller-type—perfected by a 
Bakelite Case. 


No increase in price! Every reason why 
you should double your timer sales! 

q Order from your jobber now—and dis- 
play these handsome new timers in your 
best window and counter space. Snappy 
sales! 


Milwaukee Motor Products, Inc. 
Milwaukee, Wisconsin 


MILWAUKEE 
TIMER 6, FORDE 





Bone-hard fiber race pressed to a tight fit in 
the Bakelite case. Remains satin-smooth for 
thousands of miles. 


Fine steel contact points with welded stems. 
Locked in position. Extra thick throughout 
for longest life. 


Only Bakelite case on a roller-type timer. 
Makes the Milwaukee absolutely “short-proof."’ 
Puts it in a class with high-priced ignition 
units. 


Famous Milwaukee Timer brush assembly. Two 
bronze castings, fitted and gauged for accurate 
alignment. Hardened steel roller, finished like 
a ball bearing. 


Display Cut-out—Free! zuupetees Window and Counter display. 
Oo 


lds a Milwaukee Timer from stock. New 
process—oil colors, extra brilliant, washable. Sent free, postpaid. Write us direct. 
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j No 
increase 
in price. 
Retails 
at 


+2 
($2.75 in 
Canada) 
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The Badger Rubber Works 


Milwaukee, Wisconsin 





To The Dealer 
Tire Trade 
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Badger Tires are distributed exclusively through 


There is every evidence of a heavy tire de- 
mand during the next two or three months. 
Are you prepared for your share? Are you 
handling a popular standard line? Are you 
making money on your tire sales? If not you 
should consider 


BADGER 
TIRES 


This is without doubt the best proposition 
you have ever been offered. Quality is right, 
price competitive, and the profit very attrac- 
tive. This line is building a successful, per- 
manent tire business for many live dealers. 
You should get in on it too. Let us send you 
details. Give us the name of your Jobber. 














the Jobbing Trade 
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Note under the microscope 
how the sturdy Duramen 
fibres interlock to catch 
and bind the Viskalt intoa 
solid weatherproof armor. 
Billions of these tiny fibres 


The penetration test shows 
how firmly Viskalt is knit- 
ted together internally to 
resist years of weather 
strain. This severe test is 
only one of many which 
prove its fitness as a vital 








give Viskalt Roof Coating 
and Viskalt Cement super- 
endurance 








ing Products 














part of Richardson Roof- 


63 


“These roof preservers outlast 


ordinary kinds, because—”’ 


Tell your customer why Viskalt Roof Paints, 
Cements and Coatings will add extra years of 
service to his old roof. Definite facts, as you 
know, maké easier sales, more sales, than un- 
supported promises. It’s easy to sell him 
with a story of real inner strength if you 
handle these Viskalt products. 

Here are definite selling points based on 
their unusually durable materials. 

The waterproofing base is Viskalt, un- 
usually durable because vacuum- processed 
and 99.8% pure bitumen. With it are mixed 
Duramen fibres by the patented Woodley 
method, to give a reinforced protective coat- 
ing between the old surface and the weather. 

Look over the forms of Viskalt products 
listed here and recommend to your customers 
the one best suited for each job. 


Viskalt Roof Coating (Fibrated) 


When the felt in a roof has dried out and is 
breaking down, Viskalt Fibrated Roof Coat- 
ing will renew and protect it. 


Viskalt Roof Paint 


Where the felt in an old roof is firm, but needs 
resaturation, use Viskalt Roof Paint. Its 
sturdy Viskalt base makes one coat outlast 
about four of ordinary roof paint. Easy to 
apply. Will not crack nor melt. 


Viskalt Cement (Fibrated) 


For resurfacing old composition, tin or metal 
roofs, this product is unusually durable and 
can be applied by unskilled labor. It is also 
unexcelled for general repair work, rustproof- 
ing and waterproofing. 

Why not enjoy the profits from these un- 
usual products! Write us. We will send you 
details on other Richardson products which 
are making profits for hardware dealers. Just 
use the coupon below. 


CK RICHARDSON COMPANY 


Dept. 61-H. Lockland (Cincinnati), Ohio 


Chicago New York City (1008 Fisk Building) 
ew Orleans Atlanta Dallas 


© 1924, The Richardson Company 





THE RICHARDSON COMPANY 
Dept. 61-H, Lockland, Ohio 





RICHARDSON 
iskalt 


~~=Pliant Under Stress~~ 
PAINTS - CEMENTS - COATINGS 





Gentlemen: Please send me further informa- 
tion on Viskait Roofing Products, Lok-Top 
Asphalt Shingles and Rubbertex Roll Roofing. 
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Peters Cz rtridge Co. 


Reproduction—greatly reduced—of large 

advertisement from the strong campaign 

on Peters Ammunition now running in 
Successful Farming 
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DENSE SMOKELESS POWDERS 


YETERS TARGET 
PY SSE) yan) state 


Reaching More eee “y 


Than oi j | - "gst SMOKELESS POWDERS 


850,000 


Farm Homes 
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SEMI-SMOKELESS POWDER. 





Successful Farming is built for ‘‘farmers who 
actually farm’’—men who require high-grade 
Ammunition. Most readers live in the ‘‘Heart 
States,’’ the great food-producing heart of the 
country. Many of them are your customers. 








The Peters Cartridge Company have selected Successful Farming as a fundamental 
part of their 1924 advertising campaign among farmers. They realize that Successful 
Farming reaches each month more than 850,000 homes of farmers-who-really-farm 
in the “Heart States,” where living conditions are best, and there is naturally an 
unusual opportunity for marketing their products. 





SUCCESSFUL 





July 3, 1924 HARDWARE AGE 


Dealers Congrat ulated | 


If you are a Peters Cartridge Company dealer, _Best of all, The Peters Cartridge Company keep 
you are to be congratulated—you havethead-  atit. They do not rely merely upon their stand- 
vantage of selling products that are aggressive- _ingin the trade or past reputation in this year’s 
ly advertised, year in and year out. Through _ business, butuseliberalspace to sustain the good 
advertising in Successful Farming and _ will established by fair dealing and the merit of 
other mediums, The Peters Cartridge Com- their products. Farmers have confidence in 
pany have made their products known—have merchandise they know about—and more than 
sold farmers on the quality of their goods 2,996,000 “farmers actively engaged in 
! and the service rendered by their dealers. farming” are being told about Peters products. 


SUCCESSFUL FARMING IN THE HEART STATES 


wimtas Represents Value of O——m=o Represents Successful 
Farm Buildings, Farming’s Circulation 


Advertising Helps You To Sell GoreruaentCanvi Distribution 






































The Peters Cartridge Co. advertising in Successful Farming JOWA / 

and other farm papers makes clear to the farmer the features a 
which distinguish Peters Ammunition. This makes it easier sa. ff 

for you to sellit. Your time is saved. The merit of the mer- OHIO 

chandise is established and maintained in the mind of the ” at i 
prospect. WIS. om 

Each month more than 850,000 farm families turn to this . 2 

favorite farm paper of theirs for definite advice regarding MINN. 

farm methods. They read the advertisements for information Y 4 

about products of all kinds which will add to convenience or MICH. 

increase profit. When they come to buy, it isnatural to give Mo Proved By 
most favorable consideration to things they know most about. Government Figures 


Government figures show 
that building is most ac- 
tive in the ‘Heart States.’’ 
When farmers are build- 
ing, they are prospering. 
Prosperous farmers are 
the best customers for 
good products of all kinds. 
Successful Farming paral- 
lels the building line in a 
manner that is not dupli- 








The Peters Cartridge Co. Realize That | nes 
They Must Educate Your Prospects | ,y, 


They know that even though Peters Ammunition has been 
delivered to you, it is not really sold until you dispose 
of it to your farmer customers. 








cated by any other paper 
or group of papers— 
proved by official figures 
and our circulation dot 


























The Peters Cartridge Company long ago investigated and eee 
found, as many other manufacturers have found, that Success- OKLA, comma ° 
ful Farming is an important factor where there is general The following government figures indicate the 
farmin tremendous market for ammunition among 
8. men and boys on farms in the ‘‘Heart States,’ 
: , ; where Successful Farming’s circulation is 
In their own interest they advertise to these farmers to help mainly concentrated: 
move your products off your hands, for shells and cartridges mone se. ‘Seatanes 
are not really sold until they are being used by pleased’ STATES on Farms Farms 
: ke os es ces ava ves 1,084,591 237,181 
customers. en, hn ca daxs 742,741 205,126 
, : Ns es irk cn Cig as ab ap ain 794,726 213,439 
The reputation of Peters products, sustained through adver- Kansas. ...........--......--. 603,391 165,286 
al = . ° c i eek ees 6 ewe 6 oa ORE ark , , 
tising, plus your standing in the community, makes the bus- Minnesota er  . neeee 714,957 178,478 
“ean call’ as issouri........ PLA. 937,922 - ’ 
iness-getting combination that sells ammunition to farmers. RE 157 Set rm en eene 467193 124.417 
Rs .. 665 awe eelble « 298,043 77,690 
~ " Ohio. .-...... eee cece, 1,077,933 256,695 
P. S. When you write The Peters Cartridge Co., ahoma.................... 781, , 
tell them you like what they are doing. They'll a 189/295 
apprecia it. numumnmenen 
E. T. Meredith. ey rr aa 9,269,244 2,373,683 
| | ish 
RMING on Wetens =. = 
s 
e 
Des Moines, lowa 
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The Hardware Store 
down the street has the 





D 


in stock— 


Why the Dunlap 
“Whips” ’em— 


HE superiority of the Dunlap 
Cream Whip is quickly recog- 
nized—especially by these 3 


outstanding features:— 
A. A thin patented and perforated blade 
that cuts the cream instead of beat- 











ing it. 
B. A special Bowl with a non-slip bottom. 
an “ C. A handle set at the 
sf correct angle to in- 
sure easy handling. 


The “Dunlap” can be thor- 
wee oughly cleaned with ease. 
Ae, it is sanitary throughout. 
any} All metal parts are nickel 
aa) plated. 
—and what 
it whips— 

Cream in 30 seconds—mayon- 
naise in 4 minutes—eggs in 

minute — om- 
elettes; gelatine, 
ice cream, 
ards, etc., 
record time. 
No Splatter! 


No Muss! 
No Waste! 
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Cream 


Have you? 


OT for one minute would they think of 

passing-up a big seller like the Dunlap 

Cream Whip! Can you blame them 

for wanting their share of the profits on the 

400,000 or more Dunlaps that are sold each year? 
Of course not! 





Get in touch with your jobber right away. Have him 
send you !4 doz. or a dozen just asa starter. Put one 
on your counter where it can be seen—three out of the 
next 10 women that come into your store will buy it. 
We've seen it done! 


If your jobber hasn't Dunlaps in stock send us his 
name and we will send you prices, discounts and 
further information. 


COLUMBIA’ METAL PRODUCTS Co. 
361 E. Ohio St., CHICAGO, U.S.A. 











Whips Cream 


in 30 seconds 





complete 
with 
bowl 
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What is the best size for 
Garden Hose? 


Hose used around the house, garden or garage is coupled with standard 
1/,.” fittings, so the best size water channel for hose of this type is the one 
which will deliver water from those fittings rapidly, economically and 
conveniently. 


The illustration shows three lengths of hose delivering water into glass 
carboys. When the one fed by 34” hose is full, the level of the one fed 
by 5%” hose is only slightly lower. The one fed by the 19” hose is filling 
much more slowly. 


The 5%” hose makes the best showing of the three because it delivers 
practically as much water as the 34” hose but with much less weight to 
lift around, lower cost per foot and decidedly greater durability because 
the 54” hose will not kink or burst as readily as the hose with the larger 
water channel. 


32” hose does practically the same work as larger hose when used with 
ordinary hose fittings, and it does a great deal more work than 1/9” hose 
which will not deliver the water as fast as it gets it. 5” is the right size, 
the size on which the dealer should standardize his garden hose policy. 
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MECHANICAL RUBBER GOODS MEFRS. DIVISION 
THE RUBBER ASSOCIATION OF AMERICA, Inc. 


Acme Rubber Mfg. Company The B. F. Goodrich Rubber Co. Pioneer Rubber Mills 





Boston Belting ogg 4 Goodyear Tire & Rubber Company Quaker City Rubber Company 
Boston Woven Hose & Rubber Co. Hamilton Rubber Mfg. Co. Republic Rubber Company 
Cincinnati Rubber Mfg. Co. Hewitt Rubber Company Thermoid Rubber Company 
Combination Rubber Mfg. Co, Home Rubber Company United States Rubber Company 
Electric Hose & Rubber Co. Murray Rubber Company Voorhees Rubber Mfg. Co. 


Empire Tire & Rubber Corp. New York Belting & Packing Co. 
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Do You Know 


That we handle a complete line 
of PLUMBING GOODS? 





Did You Ever 


Order any of our Compression and 


Quick-Pression Bibbs? 


Are You Going 


to be in the market soon? Will you please 


See Our Man 


for— 


Bath Tubs, Lavatories, Sinks, 
Closet Combinations, 
Range Boilers, 
Gas and Kerosene Water Heaters 
Soil Pipe and Fittings 
Basin and Bath Faucets 
Stop and Waste Cocks 
Traps, Supply Pipes 
Lead Goods, etc. 


We are “there” on Heating Supplies also, 
Boilers, Radiation, Valves, Etc. 


The Geo. Worthington Co. 


Cleveland (Established 1829) Ohio 


= J 
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A New Sales 
Force for Jobbers 
and Retailers 


When amanufacturer uses advertising in 
Liberty it means he is putting a powerful 
new force at work for you—because— 





| 




















Liberty is the new 5c national weekly that has created a sensa- 
tion all over the United States. It is eagerly read by the public, 
and is carried each week by thousands of boys right to the very 


people that are your customers. The wholesale newsdealer in 
your city knows what they think of Liberty. Ask him! 


It is designed and edited with the one idea of making it a more 
effective advertising medium. It is made up so that advertising 
has an equal share of the reader’s attention with editorial con- 
tent. Advertisements begin on page four and every one is op- 
posite an editorial page. 








You know that most merchandise sells more quickly when it has 
the endorsement of the entire family. Last minute news-pictures 
plus high grade fiction and a variety of articles on vitally inter- 
esting subjects, make Liberty of keen interest to every member 
of the family. 


Buy Liberty every Wednesday 
and make it your buying guide 


Liberty 


cA Weekly fer Everybody 


Fiction - Articles - Advertising - News-Pictures - Fashions - Patterns - Sports 

















PRODUCTS ADVERTISED IN LIBERTY MOVE QUICKLY—STOCK THEM! 
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WAUSAU ABRASIVES C6. 
CHLCAGE. WAUSAU WIS. 





Send for 
This Book 


It is full of inspira- 
tional sales ideas 
that will help the 
Man Behind the 
Counter win the 
good will and trade 
of mechanics. 
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Harder Than It 
Looks 


T is no accident that “RUFF- 
STUFF” sheets are clean, even, 


pliable, tough, and long lasting. 


They are so because we make them 
so. [The “genius” back of “RUFF- 
STUFF” quality is the “capacity 


for taking infinite pains.” 


A mighty good line to tie to, for it 
attracts the trade of contractors, 
carpenters, painters, woodworkers, 
and other craftsmen who buy all 


sorts of tools and supplies. 


Send for Samples and discounts. 


WAUSAU ABRASIVES COMPANY 


1017 Harrison Blvd., WAUSAU, Wis., U. S. A. 


Branch Houses 
WAUSAU ABRASIVES CO. 


Chicago St. Louis 
Detroit Cleveland 
New York Los Angeles 
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Pacific and Mountain States 
SPRAKE SALES CO., INC. 


Los Angeles San Francisco 
Pordand Denver 
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Coming Hardware Conventions 





MINNESOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, St. Paul Audito- 
rium, St. Paul, Feb. 17, 18, 19, 20, 1925. 
C. H. Casey, secretary, Nicollet Avenue 
_and Twenty-fourth Street, Minneapolis. 


New YorRK: STATE RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXPOsSI- 
TION, Buffalo, Feb. 10, 11, 12, 13, 1925. 
Headquarters, Hotel Statler. Exposi- 
tion at the Broadway Auditorium. John 
B. Foley, secretary, City Bank Build- 
ing, Syracuse. 


PENNSYLVANIA AND ATLANTIC SEA- 
BOARD HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Philadelphia 
Commercial Museum, Feb. 16, 17, 18, 
19, 20, 1925. Sharon F. Jones, secre- 


tary, 604 Wesley Building, Philadel- 
phia, Pa. 

SouTH DAKOTA RETAIL HARDWARE 
ASSOCIATION CONVENTION (place not 
yet selected), Feb. 11, 12, 13, 1925. C. 
N. Barnes, secretary, Grand Forks. 


SOUTHEASTERN RETAIL HARDWARE AS- 
SOCIATION CONVENTION AND EXHIBI- 
TION, Birmingham, Ala., May, 1925. 
Walter Harlan, secretary-treasurer, 701 
Grand Theater Building, Atlanta, Ga. 

KENTUCKY HARDWARE & IMPLEMENT 
ASSOCIATION CONVENTION, Jefferson 
County Armory, Louisville, week of 
Jan. 18, 1925. J. M. Stone, secretary- 
treasurer, 200 Republic sheen Louis- 
ville. 
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WISCONSIN RETAIL HARDWARE Asso- 
CIATION CONVENTION AND EXHIBITION, 
Auditorium, Milwaukee, Feb. 4, 5, 6, 
1925. P.J. Jacobs, secretary- treasurer. 
Stevens Point. 


NEW ENGLAND HARDWARE DEALERS’ 
ASSOCIATION CONVENTION AND EXHIBI- 


TION, Mechanic’s Building, Boston, 
Mass., Feb. 23, 24, 25, 1925. George 
A. Fiel, secretary, 10 High Street, 


Boston 9, Mass. 


MICHIGAN RETAIL HARDWARE Asso- 
CIATION CONVENTION, Grand Rapids, 
Feb. 24, 25, 26, 27, 1925. Hotel head- 
quarters, Hotel Pantlind. A. J. Scott, 
secretary, Marine City. 
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Increase Your Sales by the 


“Model Method” 


There is an old saying about leading a horse to 
water—and making him drink. 


Humans are critical “critters” themselves. Some- 
times it takes a mighty powerful attraction to 
draw their attention—and then the result depends 
on the influence of appeal. 


National Storm-Proof Door Hanger Display Models lead the customer 
right up to the counter—the half-way station to a sale. If they investi- 
gate, they buy. There is no hiding the quality and appearance of our 
“Big 4” Hangers. Its model reproductions’ are in full size—just as it 
looks when in actual performance. Hangers, rail, latch and hasps— 
everything nicely finished and attractively lettered. 


“Big 4” Hangers are flexible and rigid. In jumping the track. Our catalog will give 
a normal position the Hanger is perfectly you a complete detail of many additional 
rigid, without vibration. At the same time features which will convince you that 
they will take up a push or a bump against National Hardware is the fastest selling 
the door by swinging out and rising without line you can handle. 


Buying from us 
means a direct saving 
for the Dealer. Write 


us for details of our 
policy. 





National Mfg. Co. 


Sterling, Il. 
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The Golden Gate—Entrance to San Francisco 


The Convention at a Glance 


WHO met 
WHAT for 
WHY 


WHERE 


WHEN 
HIGHLIGHTS 


National Retail Hardware Association. 
To discuss ways and means of increasing retail efficiency. 


In order to spotlight the factors essential to retail efficiency and to contribute toward 
reducing the cost of distribution. ; 


San Francisco, Cal. Sessions were at the Civic Auditorium. Headquarters, Hotel 
Whitcomb. 


June 16 to 19, 1924. 


Statement by Hamp Williams, president of the association, that arithmetic text books 
in use in all grade and high schools will be inspected and efforts will be made to have 
them condemned if they teach wrong conceptions of business. 


Declaration by B. J. Williams, San Francisco, that the business of individual retailers 
is not properly organized, that the jobber attempts to extend his selling field too far, 
and that the manufacturer often oversells the retailer. 

Statement by Herbert P. Sheets, secretary-treasurer of the association, that retailers 
must help apply sane business thought to administration of government. 

Statement by F. D. Mitchell, secretary-treasurer American Hardware Manufacturers’ 
Association, that manufacturers desire to cooperate more closely with the retailers. 
Assertion by Daniel H. Jones, Los Angeles business man, that until the U. S. finds a 
way of selling its 25 per cent overproduction of farm and factory products there can 
be no lasting prosperity. 


Numerous talks and addresses by prominent retailers on merchandising problems. 


The election of George M. Gray, Coshocton, Ohio, president, and R. W. Hatcher, 
Milledgeville, Ga., as vice president and of W. B. Allen, Palo Alto, Cal., and 
Thomas B. Howell, Richmond, Va., to the board of directors. 


The selection of Philadelphia, Pa., for the 1925 convention. 
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AMP WILLIAMS, president of the National Retail Hardware 
H Association, and candidate for the Democratic nomination for 

Governor of the State of Arkansas, in his presidential address 
before the hardware retailers, June 17, at Larkin Hall, San Francisco, 
Cal., stated that the National Retail Hardware Association “plans to 
review practically every arithmetic published for use in high schools 
and grade schools,” and that it will then broadcast a report through 
its own organization and through the Retailers’ National Council, in 
an effort to have condemned arithmetics which “teach a wrong con- 
ception of business and that retailers make exorbitant profits.” 


Mr. Williams was loudly cheered when he rose to speak. 


He 


referred to his political campaign in Arkansas and urged business 
men to take an active part in politics as the only way to put a stop 
to partisan and detrimental legislation. 


“eve the year,” Mr. Williams 
said, “we have renewed our ef- 
forts to eliminate wrong and harmful 
examples from the arithmetics used in 
our schools, examples which teach the 
wrong conception of business, and that 
retailers make exorbitant profits. 

“We have sent letters to the presi- 
dents of colleges, to boards of public 
instruction, to the text book publishers, 
setting out the wrong teachings which 
exist and asking for revisions. 

“These pleas have generally been ac- 
corded good receptions, but we can’t 
stop there. Oh, no! If you want 
things done right you can’t just say 
they ought to be done and let it go at 
that. Somebody has to do it. 

“A few weeks ago the school board 
for the State of Indiana was about to 
decide which books would be used in 
the schools of that State for the next 
five years. In cooperation with Secre- 
tary Sheely, of the Indiana Associa- 
tion, the National examined all the 
arithmetics that were offered the board. 
They pointed out the wrong examples 
which many contained. In fact, of fif- 
teen arithmetics, only two were recom- 
mended in our report which was made 
to this school board. 


Text Books Condemned 


“The text books which had been in 
use were condemned because of the 
wrong examples they contained and we 





had the satisfaction of seeing these 
books thrown out, after a hot fight in 
which more than fifty ballots were 
taken, and the arithmetic recommended 
by the National Association was 
adopted. 

“Now National Headquarters has 
perfected plans to continue this same 
campaign. A few days after the In- 
diana contract was let, the representa- 
tive of a prominent text book publisher 
called at headquarters to ‘find out 
what the National Association’ was do- 
ing about text books, and what it 
wanted.’ He knew we had been mixed 
up in the Indiana deal, but couldn’t 
find out just how. Oh, yes, there’ll be 
more of them around later. 

“Well, we told him all about it and 
gave him copies of our report and he 
has furnished us with copies of all the 
arithmetics his firm prints. These are 
being studied, and examples that teach 
wrong business principles will be point- 
ed out so they can be changed. 

“And that isn’t all, either. National 
Headquarters plans to review practi- 
cally every arithmetic published for 
use in high schools and grade schools, 
and our report will be broadcasted in 
a pamphlet. This pamphlet will be 


distributed not only to our own mem- 
bers, but the Retailers’ National Coun- 
cil has taken up the work and agreed 
to cooperate in every way possible, so 
that the influence of at least nine of 
the most powerful retail associations 
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National Retailers 
School Arithmetics 


Business 


Hamp Williams, 
retiring president 


will be 
started.” 


behind the work we have 


Removal to Indianapolis 


Referring to the removal of the 
national headquarters during the year 
from Argos to Indianapolis, Ind., Presi- 
dent Williams said: 

“That question of moving was debat- 
ed a long time, but no one, now that 
we are settled, will doubt the wisdom 
of what was done. We have the right. 
kind of accommodations for visitors, 
we are easy to reach, right in the 
center of the population of the United 
States, with the finest of transporta-. 
tion facilities. We can get information. 
more quickly, can get extra help when 
it is needed. We get our publication 
in the mails on time every month 
because we are located in the same 
town with the printers. And there 
are other advantages too numerous to 
mention.” 


Relation With State Associations 


In discussing the relation of the 
national organization with the state 
associations Mr. Williams said that he 
had only one regret. 

“The only regret I have,” he said, 
“as I review my years in service, is 
the Texas Association. You know 
that at Richmond we decided that we 
couldn’t continue our relations with 
that organization. I hated mighty bad 
to write the letter taking that action. 
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That Teach Unsound 


Principles 


It was the first break in our asso- 
ciation family. But there just didn’t 
seem to be anything else to do and 
the Board instructed me to do it. 

“But I hoped and prayed that in 
some way the Texas association would 
be brought back into the national 
during my administration. That would 
have been the bright spot to me. They 
are such fine fellows, those Texas 
hardware men, but they had a secre- 
tary over there that we just couldn’t 
work with. 

“They’ve changed things now and 
have a new man as their secretary 
and I believe that means progress to- 
ward bringing them back. I just don’t 
see how they can afford to stay out, 
and I know our organization wants 
them back whenever they are willing 
to come on the right basis.- I hope 
that will come before I leave the Na- 
tional Board. I want to see it happen.” 


Simplification Progress 


Speaking about the work of simpli- 
fication Mr. Williams said that the 





association has “failed in only one 
effort and that is with the paint peo- 
ple.” He added, however, “that 3000 re- 
tailers are working on a paint simplifi- 
cation program and that the associa- 
tion is going to make the end of the 
row or bust a hame string.” 


“Margin” or “Profit” 


“We have made great progress,” Mr. 
Williams said, “in the campaign to 
stop manufacturers and others from 
saying “profit” when they mean “mar- 
gin.” Advertisers misusing that word 
profit have been hurting retailers for 
years. If consumers knew all about over- 
head it wouldn’t be so bad. But they 
don’t. They forget about anything ex- 
cept the difference between the cost 
and the selling price, and when they 
see where the retailers make 50 per 
cent profit they think it’s all wrong, 
and it would be, if we made it. 

“A lot of manufacturers and whole- 
salers have changed their advertising 
matter and the Associated Advertising 
Clubs of the World has gotten behind 


our campaign, and has issued a bulle- 
tin to its members giving the defini- 
tions for “margin” and “profit” that 
we recommend and are urging their 
use, 

The Post Card Abuse 


“Another thing we have been work- 
ing on is the practice of sending post 
cards and other literature exposed in 
the mails so that it shows the prices 
dealers pay for merchandise. There is 
a big file of letters in the National 
office from manufacturers and whole- 
salers who have promised to stop using 
quotations of this kind.” 


Retailers’ National Council 


Concluding the national president 
spoke about the potential power of the 
Retailers’ National Council and organi- 
zation composed of all retail associa- 
tions in the country. He thanked the 
officers and members for their support 
during the year and prophesized great- 
er things for the association in the 
future. 








business. 





the paint industry. 





What Hamp Williams Said 


at San Francisco 


1—The National Retail Hardware Association plans to examine practically every arith- 
: metic published, in an effort to have books condemned that teach wrong conceptions of 


2—The removal of the national headquarters from Argos to Indianapolis, Ind., was 
beneficial to the association. 


3—He would like to see the Texas Retail Hardware and Implement Association rejoin 
the national group in the near future. 


4—Three thousand retailers are working on a plan for bringing about simplification in 


__5—Progress has been made in the retailers’ campaign to stop manufacturers from using E 
in their advertising the word “profit” when they mean “margin.” 
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Industrial Over-Production of 25% in U.S. 
Declared Our Most Serious Problem 


ucts 


Daniel H. Jones 


“eo is our big problem,” Mr. 
Jones said, “and until it is solved 
we are in a critical condition. The 
war isn’t over yet,” he stated, “and 
it won’t be over until all of the nations 
of Europe are back to work and have 
definite plans for solving the repara- 
tion problems and for settling the loans 
they owe the United States. 


Europe Can’t Pay in Gold 


“Europe can’t pay the United States 
in gold because there is only $8,000,- 
000,000 in gold currency in the world, 
and the United States has $4,000,000,000 
of that. The only way Europe can pay 
this country is by raw materials and 
manufactured goods. And we our- 
selves have a 25 per cent surplus.” 

After reading a number of statistics 
to show the lack of a large potential 
market in Europe for American goods, 
Mr. Jones said that in his opinion 
commerce is not going to increase on 
the Atlantic coast during the next ten 
or fifteen years because of the inability 
of Europe to assimilate additional 
merchandise or to pay for it. He said, 
however, that he believed that the pos- 
sibilities on the Pacific Coast were un- 
limited, that export trade with the 
Orient could be developed by helping 
eastern nations to help themselves in 
the same way that James J. Hill, the 


Credit Backbone of Business 


W. T. Stillman, Oshkosh, Wis., in a 
short talk on credit said that it is a 
much abused word. “Credit is the 
backbone of business,” he declared, 
“and I would like to suggest that the 
giving out of confidential statements 
yearly or monthly to your banker is 
a good policy. It’s as much of a mis- 
take to have too much money out as 





25 per cent in farm and factory prod- 
in the United States to-day, 
Daniel H. Jones, general manager, General 
Securities Corp., Los Angeles, Cal., in his 
address before the National Retail Hardware 
Association June 17 at San Francisco, de- 
clared that our future depends on what we 
do with our surplus of raw material and 
manufactured products. 


~ TATING there is an over-production of 


railway magnate, developed the North- 
west. 

He said it is important that the 
United States take a broader view of 
world affairs. He quoted statistics 
compiled by an Illinois architectural 
association which, he said, showed 
that, compared with the wealth that 
existed in King Solomon’s time, the 
United States is poor. After drawing 
exaggerated comparisons to show the 
estimated relative wealth of Solomon 
and that of the United States, Mr. 
Jones declared that Solomon’s kingdom 
perished not because of too much 
wealth, but because of lack of vision. 
“When there is no vision the people 
perish,” he said. 


We Should Help Europe 


It is important, therefore, he added, 
that we should help Europe and the 
rest of the world for our owh salva- 
tion. European immigrants, he de- 
clared, built up the United States, 
made this country possible, gave us 
man power. We cannot shut ourselves 
off from the rest of the world, he as- 
serted, but must build for the future 
and for our children’s children. 

“We are living in a commercial age,” 
Mr. Jones declared. “In 1913 the prod- 
ucts of our mills and factories were 
twice as much as the combined produc- 
tion of the rest of the world. Today it 





too little. All credits should be care- 
fully watched. 

“A merchant is rendering service,” 
Mr. Stillman said, “when he carries 
an account thirty days and he should 
let that be known. Don’t allow a cus- 
tomer to buy more than he can pay 
for reasonably and you will reduce 
some of your troubles. Study the 
methods of merchants in other lines 
and you will find many ideas you can 
apply to your own business.” 


is more than twice as much, plus two.” 

He read a number of commercial and 
industrial statistics which tended to 
show the preeminence of the United 
States as a commercial nation. 


Four Steps in Selling 


Discussing salesmanship and selling, 
Mr. Jones said there are four steps in 
selling—getting attention, creating in- 
terest, arousing desire and completing 
the exchange of merchandise for cur- 
rency. 

He urged the retail delegates to get 
away from the idea of a one-man store, 
because no one man can do it all as 
it should be done. He recommended 
specialization and concentration of 
work. He said there are four elements 
to every sale—(1) the customer, (2) 
the salesman, (3) the merchandise, and 
(4) the transaction. 

Discussing the increasing number of 
women in business, he said it was be- 
cause of. the fact that the growth of 
modern industry has taken women’s 
work away from them. The old fash- 
ioned housekeeper, he said, used to 
make practically everything used in the 
home and worn on the farm. Today 
big business does that and women have 
had to get out into business in order to 
have something to do and in order to 
meet the new conditions. 

“You’re going to hear more and 
more from women in business,” Mr. 
Jones declared, “and it won’t be for 
the worse. We have all been taking 
orders from women all our lives. 


Four Divisions of Business 


“Every business has four divisions: 
capital, organization, facilities and good 
will. The most important of these is 
good will. Ninety per cent of business 
is done on credit, and good will is es- 
sential for good credit. I am a great 
believer in the epigram attributed to 
John D. Rockefeller. Rockefeller said: 
‘A man who never owed anything never 
owned very much.’” Mr. Jones con- 
cluded with a plea for a broader and 
a more practical application of the 
Golden Rule in business. 








Active Chairmen 


Chairmen of the active committees 
at the San Francisco convention of 
the National Retail Hardware Asso- 
ciation were as follows: 

G. S. Meserve, St. Augustine, Fla., 
Nominating; E. M. Healey, Dubuque, 
Iowa, Place of Meeting; A. C. Lam- 
son, Marlborough, Mass., Resolutions; 
R. J. Atkinson, Brooklyn, N. Y., Sug- 
gestions, 
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George M. Gray, newly elected president of the National Retail Hardware Association, who imsists that he comes from “The 
Best Town in the Best State im the Best Country on Earth—Coshocton, Ohio” 


«A Time for Constructive Legislation” 
President George M. Gray 


Says 


normal, and, in my opinion, what 

little uncertainty exists, is due 
more to the unethical and unbusiness- 
like practices in Washington than to 
any other single cause. 

The American people are demand- 
ing a comprehensive program of reme- 
dial legislation, rather than defensive 
legislation. This is a time of con- 
structive legislation, not retaliation. 
We need fewer laws and more enforce- 
ment; less talk and more action. 

So far as the retail merchant is con- 
cerned, this is a time for careful, 
thoughtful buying; the kind of buy- 
ing which will guard against over- 
stocks and yet insure having the mer- 
chandise when called for by the cus- 
tomer. 

Past due accounts should not re- 
main on the books, but should be col- 
lected. Shelf warmers should be dis- 
posed of and no more of them pur- 
chased. 

Plan of Credit Needed 


A careful plan of credit should be 
worked out, providing for extension of 
time on payment of bills to people of 
good character who are worthy of 
credit, but not to those who are un- 
deserving. The correct use of credit 
may be advantageous, but the incorrect 
use of it is detrimental. 

Credit is often detrimental to young 
men and women just starting out in 


1" normal, and, in my business is 


life. They find it easy to obtain credit 
because of competition and rivalry 
among merchants, but soon through 
lack of business ability they are 
swamped with debts they cannot 
meet. 

A merchant by encouraging credit 
contributes in part to a downfall of 
character of many of his customers, 
whose intentions were “honorable” at 
the time they contracted the debt. He 
still further contributes to character 
downfall when he fails to insist on fre- 
quent, regular payments until the bill 
is settled in full. 


Do Not Increase Overhead 


This is a time when overhead should 
not be increased, but if possible re- 
duced. It means less riding in automo- 
biles, more walking and more real 
hard work. If aggressive steps are 
taken, and we put more of ourselves 
into our business, we will get more 
out of it. We have been paying too 
much attention to mere selling and not 
enough to careful, intelligent planning. 

Real success for the business man 
will come only through truthful adver- 
tising. Newspaper advertising and the 
automobile have, to some extent, com- 
bined to bring the city stores to the 
very door of the farmhouse and 
suburban home. Mail order houses pro- 
vided the rural and suburban buyer 
with a store (even though it is only 


on paper), from which to plan his pur- 
chasing. Newspaper advertising is now 
offering the service formerly offered 
only by the catalogs of the mail order 
houses, and it goes them one better by 
furnishing this service daily or weekly, 
instead of yearly or semi-yearly. The 
newspaper is rendering a valuable reg- 
ular sefvice in assisting the public to 
determine its purchases from all mer- 
chants rather than from a single one. 


Keep Stocks and Collections in Hand 


I believe that a ‘gradual decrease in 
prices is sure to come, and that if mer- 
chants generally do not keep their 
stocks and collections well in hand, 
their credit will be affected correspond- 
ingly, and many will be forced to retire 
from business. 

However, I am an optimist. I be- 
lieve in our Government, in our craft, 
in our homes and in our children. Men 
will volunteer in the heat of conflict 
and under the urge of national peace, 
but few will accept in times of peace 
the tedium of barrack life and the 
harsh discipline of the drill sergeant. 
The conflict is on, and if the retailer 
will volunteer in real service before the 
heat of that conflict comes the close 
of 1924 will show a reasonable margin 
on business. 

My faith in the hardware merchant 
is such that I face the future confident 
and unafraid. 
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‘Success in Trade Depends on Success 


of Your Customers,” Says B. J. Williams 


Necessity of a Definite Policy More Imperative 
Than Ever, He Tells San Francisco 
Retail Hardware Convention 


N his address on distribution June 17 before the National Retail Hardware Association, Larkin Hall, San 
Francisco, Cal., B. J. Williams, director of sales, the Paraffin Companies, Inc., San Francisco, after 
stating that costs are too high, declared that “fundamentally the public itself is at the bottom of much 

of the trouble. The public insists upon buying in a happy-go-lucky careless way and demands all sorts of 
service, much of which,” the speaker said, “has been pushed to the point of absurdity.” 


Mr. Williams was introduced as one of the foremost authorities in the country on the problems of 
distribution. He began his prepared address by quoting from a letter written by one of the outstanding 
hardware merchants of California which stated that “any feature of distribution that is not service has 
no excuse for existing. Success in trade depends on the success of your customer. Help him to be success- 


ful and you help yourself.” 


Mr. Williams asked the national delegates to forget for the moment their connection with the processes 
of distribution and to think of themselves only as a part of the great American public, and to consider the 
possibility of building up a better system of distribution that shall more nearly approach the ideal. 


a | HAVE no sympathy,” Mr. Wil- 
liams declared, “with the hue and 
cry emanating from certain sources 
that the middleman is a parasite who 
takes his toll from society without ren- 
dering an equivalent. 

“Obviously with our vast popula- 
tions covering the vast areas of this 
country it would be as impossible for 
the individual manufacturer to reach 
the individual consumer without some- 
thing corresponding to our present dis- 
tributive system as it would be to 
transport the products of our fields 
and factories from their points of pro- 
duction to their point of consumption 
without the highways, waterways and 
railways of our day. 

“It must be recognized therefore 
that these men and these institutions 
render to society a useful, indeed a 
necessary service for which they are 
entitled to a reasonable and a just 
reward. It does not follow however, 
that because the service performed is 
both useful and necessary that the 
system shall be regarded as perfect 
in whole or even in part, or as repre- 
senting in any degree the last word 
in distribution either as to the chan- 
nels used or the methods employed. 


Distribution Costs Unduly High 


“Now what are the facts? I think 
no honest, intelligent man will deny 
that there is a wide spread feeling 
that the costs of distribution are un- 
duly high. The general public, 
thoughtlessly I think, has a tendency 
to blame the retail merchant for this 
condition. A careful analysis how- 
ever shows that the problem goes much 
deeper than this. If it were just a 


question of a few retail stores trying 
to get too high a profit competition 
would take care of them.” 

“Many customers do not seem to 
realize,’ Mr. Williams said, “that it 
costs the store real money when they 
delay or are irregular in the pay- 
ments. Again they will take up the 
time of a high priced man while select- 
ing an assortment of nails, screws 
and other minor items, the entire pur- 
chase amounting to only a small sum. 

“Many of these bad habits could be 
eliminated by the use of a little tact 
and firmness on the part of the mer- 
chant, but the average retailer is so 
afraid of offending a customer and 
of driving him to a competitor that 
he makes no effort to stem this tide 
of unreasonable demand and unsound 
practice, which might easily be done 
by the merchants of any town through 
mutual understanding, cooperation 
and a little educational effort. If 
abuses of this nature exist in your 
town why not get together with your 
fellow merchants and iron them out? 
It can be done. 

“But the troubles of distribution 
are not entirely of the consumers’ 
making. All four, the consumer, re- 
tailer, jobber and manufacturer, are 
involved, but unfortunately each is in- 
clined to look at the matter selfishly, 
seeing only his own side. 


Faulty Retail Organizations 


“With regard to the retailer I 
would say that all too frequently his 
business is not properly organized as 
to personnel, finances, arrangement 
and classification of merchandise, 
policy and prices, or as to sources of 





supply. Too much or not enough help 
is employed—more often too much 
than too little. They are not selected 
with proper care as to their ability 
to handle the particular work as- 
signed them nor with due regard for 
the possibilities of their development. 
They are not directed sympathetically 
and intelligently. 

“Every employee should understand 
clearly the policy of his firm, and the 
why of it. They should be carefully 
instructed as to the composition and 
uses of the principal lines handled 
and the best methods of presenting 
them to customers. Manufacturers’ 
representatives are not only available 
for this purpose, but will be glad of 
the opportunity to assist in this way.” 


Relatives Promote Ill Feeling 


Mr. Williams also stressed the im- 
portance of display and _ suggested 
that whenever a dealer put in a new 
line that he have a factory represen- 
tative come and instruct his sales 
force on the way it is made, what it 
will do and the best way of present- 
ing it to the public. The speaker also 
warned dealers about having the sons 
or relatives in business with them as 
it promotes ill feeling among the 
other employees and does not make 
for efficiency in the store. 

Speaking about stock Mr. Williams 
asserted that the majority of retailers 
carry too much merchandise. “My 
experience has forced me to the con- 
clusion,” he said, “that the dealer who 
shops around: never gets anywhere in 
a large way, for having no definite 
contacts or permanent connections he 
lacks the friendship and cooperation 
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that -naturally exists between firms 
who have close association and an in- 
terest in the success of each other.” 

Simplification was urged by the 
speaker in all departments. He then 
considered the jobber in relation to 
the retailer and condemned the abuse 
of “the returned goods evil,” and also 
the dealer who poorly packs goods 
that he returns to his jobber so that 
the goods become damaged in transit. 
He declared that when the retailer 
tries to take unfair advantage of the 
jobber it increases the cost of doing 
business for the jobber and all of the 
jobber’s customers and the ultimate 
consumer as well. 


Where Jobbers Err 


Mr. Williams mentioned five bad 
practices on the part of jobbers. 1— 
Calling on the trade too frequently. 
2—Extending their fields of operation 
beyond their natural geographical 
limits and where freight rates are 
against them. 3—Lack of a rigid one 
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price system. 4—Selling general con- 
tractors and other consumers direct. 
5—Substituting other brands for those 
ordered. 

The principal criticism against the 
manufacturer, Mr. Williams said, is 
that he oversells the retailer and loads 
him with more goods than he should 
because the retailer wants to take ad- 
vantage of the quantity discount. The 
good merchant however, he said, will 
weigh carefully the relative advan- 
tage of the lower price and the turn- 
over. 

“Both manufacturers and jobbers,” 
Mr. Williams stated, “should give 
closer study to the markets in which 
they operate, not only that they may 
better understand the needs of the 
trade and be better able to supply 
them, but also in order that they may 
not load the dealer with unsalable 
stock.” 

Mr. Williams urged that committees 
of retailers and manufacturers discuss 
problems of packing and policies. 
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In concluding the speaker said: “The 
great temptation these days is to de- 
viate from fundamental policies. Deal- 
ers are too easily influenced by what 
the customers tell them, and change 
their policies without investigation. 
Business institutions that have made a 
marked success have a definite policy 
that is not changed every few days on 
the basis of hearsay. It would be well 
for us all to keep in mind that beyond 
a certain point competition in service 
and prices ceases to be the life and be- 
comes the death of trade. 


Justice for Employees 


“But these are all the material things. 
Sympathetic and just treatment of the 
men and women associated with you 
will mean more to your success than all 
the service you can give your custom- 
ers or all the savings you can make. 
Roger Babson has said that the great- 
est forces in business are the spiritual 
forces, and the greater the experience 
the more you will appreciate it.” 











) %8—The jobbers’ faults are these: 


Points Stressed by B. J. Williams | 


1—Fundamentally the public itself is at the bottom of much of the (dis- | 
tribution) trouble. 


2—I have no sympathy with the hue and cry that the middleman is a 
parasite who takes his toll from society without rendering an equivalent. 


3—It would be as impossible for the individual manufacturer to reach the 
individual consumer as it would be to transport modern products without 
railways. 


4—A smug self-complacency with modern conditions spells stagnation. | 


5—If the people of your community are unacquainted with the problems 
and the costs that the retailer has to meet why not get together with your 
fellow merchants and educate the public? 


6—The average retail business is not properly organized as to personnel, 
finances, arrangement and classification of merchandise, policy and prices, or 
as to sources of supply. Employees are not directed sympathetically and 
intelligently. 
! 7—The dealer who shops around never gets anywhere in a large way. | 
Calling on the trade too frequently; { 


extending their fields of operation beyond their natural geographical limits; 
lack of one price system, and selling direct. 


9—The most frequent criticism of the manufacturer is that he has a 
tendency to oversell the retailer. 


10—Business institutions that have made a marked success have a definite 
policy that is not changed every few days on the basis of hearsay. 


11—Beyond a certain point competition in prices and service ceases to be 
the life and becomes the death of business. 


12—Sympathetic and just treatment of the men and women associated 
with you will mean more to your success than all the service you can give | 
your customers or all the saving you can make. 
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Business Vitally Concerned with 


Efficient Conduct of Government, 
Sheets Declares 





Herbert P. Sheets, 
secretary 


6¢¢ }\BSERVATION of present ten- 
dencies has brought the convic- 
tion that national legislative activity is 
influenced by partisan consideration 
rather than business logic; that po- 
litical advantage is placed above eco- 
nomic welfare, and that efforts to gain 
partisan and selfish ends are too often 
camouflaged by political appeal or pro- 
moted by specious reasoning. 
“Business is vitally concerned with 
the efficient conduct of government, yet 
retail organizations have for the most 
part carefully avoided any action which 
might savor of politics, while other 
groups have. successfully promoted 
selfish interests in measures at variance 
with sound economic principles.” 


Membership 


The principal part of the secretary’s 
report was devoted to a review of the 
work and activities of the association 
during the past year. Speaking of 
membership, he said: 

“The year’s peak in the Association’s 
membership total was registered the 
first of April, when our records showed 
an enrollment of 22,892. At the end 
of the National’s fiscal year, which is 
always a low point in membership, the 
total was 20,480 compared with 20,701 
at the close of the previous year. 

“Large numerical gains from year to 
year are to be no longer expected, since 
many of the affiliated associations are 
as nearly fully organized as they may 
ever hope to be. This condition, and the 
steady gains being made in other terri- 
tories are proof, not only of the produc- 
tive work of the secretaries, but the 
attractiveness of association member- 
ship and the fact that most of those 


¢¢ WT seems clear that if the business of government is to be 


conducted on a business-like basis, business men must 
sacrifice their personal inclinations sufficiently to serve 


who become members remain so during 
their continuance in business. Most 
of the State associations have reached 
the stage where they are chiefly occu- 
pied with the performance of their 
service obligations to members rather 
than selling new memberships. This 
is at it should be. 


Research Service 


“Last September the association in- 
stituted a research service to gather 
the fundamental facts of hardware re- 
tailing and to determine their relation 
to general business facts, then to in- 
terpret them for the hardware retailer 
and so enable him to plan his business 
with that increased confidence which 
comes of knowledge. 

“Being entirely new with us and some- 
thing which no like organization had 
attempted, it was necessary to plan our 
structure and lay its foundation before 
we could begin building. Our re- 
search service manager, Mr. P. J. 
Stokes, came to us from the Babson 
Statistical Organization. Progress al- 
ready made speaks well for his ability. 

“The first task undertaken was three- 
fold; to determine: (1) the influence 
of outside factors upon the hardware 
trade; (2) current tendencies in hard- 
ware retailing; (3) activity of com- 
petitive agencies. 

“Stated briefly and in a very general 
way, merely to indicate the lines along 
which it is developing, the service has 
found, among other things, that: 


Hardware Prices 


“Hardware prices at wholesale are 
now about 21 per cent below their 1920 
peak, as compared with a decline of 40 
per cent in all commodities as shown 


the public good in helping apply sane business thought in the 
administration of government and to the passage of laws 
affecting the nation’s business,” Herbert P. Sheets, secretary- 
treasurer of the National Retail Hardware Association, told 
the delegates at the San Francisco convention, June 17, while 
reading to them sections of his printed report for the year. 


“As we contemplate the situation,’ he continued, “we are 
moved to wonder if retail associations ought not to more 
definitely assert themselves on questions involving business 
interest and the public good, even though the adoption of such 
a policy may be construed as political activity. 


by the Department of Labor index, and 
that hardware prices at wholesale are 
now about 75 per cent or 80 per cent 
above 1913 prices, while all commodities 
average only about 48 per cent higher 
and farm products are only 19 per cent 
higher than they were in 1913. 

“Hardware prices seem to start 
downward four to five months after a 
fundamental turn in general prices and 
to start upward five to seven months 
after a turn in general prices. 

“The quantity of hardware retailed 
seems to vary but little from year to 
year, variation in sales volume, ex- 
pressed in terms of percentage, co- 
inciding almost identically with price 
fluctuations. 

“Retail sales of hardware stores in- 
creased less than 6 per cent per year 
the last ten years; sales of chain stores 
and mail order houses grew 7 per cent 
to 8 per cent per year during the same 
period. 

“Seasonal dullness during January 
and February in hardware _ stores 
causes losses that in many cases are 
not overcome until October; though 
some dealers show a profit by April. 

“The number of hardware stores in 
proportion to population decreased 
nearly 10 per cent from 1910 to 1920. 

“Subsequent studies may alter these 
conclusions, but they show the direc- 
tion in which the service is working 
and carry some suggestion of its value.” 

Speaking on_ simplification, Mr. 
Sheets said: 

“Outstanding accomplishments since 
our Richmond meeting are represented 
in the schedules adopted by the woven 
wire fence manufacturers, discontinu- 
ing the production of 87% per cent of 
former styles and patterns; by the file 
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Highlights of Secretary’s Report 


1—“‘As we contemplate the political situation we are moved to wonder if retail associations ought 
not to assert themselves on questions involving business interest and the public good, even though 
the adoption of such a policy may be construed as political activity.” 

2—-At the end of the national association’s fiscal year, which is always a low point in membership, 
the total was 20,480 compared with 20,701 at the close of the previous year. 

3—The newly established Research Service is beginning to gather fundamental facts of hardware 
retailing, and to determine their relation to general business facts and to interpret them for the 
hardware retailer. 

4—-Hardware prices at wholesale are now about 21 per cent below their 1920 peak as compared 
with a decline of 40 per cent in all commodities as shown by the Department of Labor index, and 
hardware prices at wholesale are now about 75 per cent or 80 per cent above 1913 prices, while all 
commodities average only 48 per cent higher and farm products are only 19 per cent higher than in 








1913. 


1910 to 1920. 





5—The number of hardware stores in proportion to population decreased nearly 10 per cent from 




















manufacturers, whose’ eliminations 
amounted to 35% or 40 per cent; by 
the makers of forged tools, whose 
studies resulted in eliminations of 35 
per cent; and by builders’ hardware 
manufacturers who will hereafter make 
only about 65 per cent of the former 
sizes and patterns. 

“Preliminary work affecting other 


lines is actively under way, and definite 
results in the form of adopted schedules 
will be written during the coming year. 

“The second effort for paint simplifi- 
cation was extremely disappointing in 
its results because of the failure of the 
manufacturers to show any real reduc- 
tion in the so-called simplification 
schedule that was presented, and later 





adopted over our protest. Yet we are 
not discouraged, for with splendid sup- 
port from the membership we are con- 
tinuing our campaign for real simpli- 
fication of paints, confident that the 
manufacturers will ultimately appreci- 
ate that the resultant benefits will be in 
their interest as well as the interest of 
distributors and users.” 


Where the Convention Was Held 








” 


—_ 


i ] 


| . ee ee 2 ft A! niin ee oe 
- NR AS ‘een ANAL A i CLI AEDES acd os ‘ Le 


ants Sich AVDA 





The business sessions of the twenty-fifth annual congress of the National Retail Hardware 
Association were held in the Larkin Hall of the Civic Auditorium, San Francisco, an ideal 
place in which to hold conventions of any kind 











HARDWARE AGE 





July 3, 1924 








CONVENTION NEWS 








Gray New President; Hatcher Vice- 
President; Allen and Howell 


New Directors 


George M. Gray, 
newly elected 
president, Na- 
tional Retail 
Hardware Ass’n. 





Y EORGE M. GRAY, Coshocton, 
Ohio, was unanimously elected to 
succeed Hamp Williams as president 





of the National Retail Hardware As- 
sociation, June 19, at San Francisco, 
Cal. R. W. Hatcher, Milledgeville, Ga., 
was unanimously elected vice-president 
succeeding Mr. Gray. Herbert P. 
Sheets, Indianapolis, Ind., continues 
as secretary-treasurer of the associa- 
tion. 

Gus Albrecht, Jr., Louisville, Ky., 
resigned from the board of directors 
by letter stating that he was unable 
to devote the necessary time to the 
work. W. B. Allen, Palo Alto, Cal., 
was elected to succeed him and Thomas 
B. Howell, Richmond, Va., was elected 
to fill the vacancy caused by the ele- 
vation of Mr. Hatcher to the vice- 
presidency. Matthias Ludlow, Newark, 
N. J., retired from the advisory board 
and will be succeeded by Hamp Wil- 
liams, retiring president. 





Relations with Banker 
Are Based on Confidence 


In speaking on the question of the 
merchant’s relations with his banker 
dealers expressed the opinion that the 
most essential thing for the merchant 
to do is to know exactly what he 
wants, what he wants it for and then 
tell the banker all the details. To 
evade or misrepresent to the banker 
is suicidal, it was said, because the 
banker is sure to find out and if his 
confidence is lost the merchant has 
Iost his most necessary business as- 
sociate. 





Public Must Be Told About 


Retailers’ Problems 
Says Witten 


T. N. Witten, Trenton, Mo., in dis- 
cussing the public and distribution, 
said that the public must be given a 
better understanding of distribution 
and the value of retailers’ service 
and that retailers must be educated 
to a better understanding of their 
obligations to the public. 

The popular misconception or ab- 
sence of any conception of the service, 
complexities and compensation of re- 
tailing, he said, are the common causes 
of misunderstanding. 

Mr. Witten said that the good mer- 
chant takes his weaker brother by the 
hand and helps him so that they both 
together may work together to build 
a better and a more prosperous com- 
munity. He advised the retailers not 





to keep their noses too close to the 
grindstone, but to get out and get in 
contact with people they should know 
in their communities. This is a day 
for education, he said, and the purpose 
of life is not just to make money but 
to be useful. 





Hamp Williams Late 


Hamp Williams, president of 
the National Retail Hardware 
Association, was absent during 
the first part of the opening 
session, having been detained by 
his political activities as a 
nominee for Governor of Ar- 
kansas. He arrived in time 
however to read his annual ad- 
dress and was enthusiastically 
cheered by the delegates as he 
mounted the platform. Before 
he arrived, the vice-president, 
George M. Gray, presided. 














How Much Money Have You 
in Frozen Assets 


One of the questions raised at the 
San Francisco convention which re- 
mained unanswered was: “How much 
of his investment should a merchant 
have in frozen assets such as furni- 
ture and fixtures, etc?” 

Some of the dealers expressed the 
opinion that as much as 50 per cent 
is often tied up in this way to the 
general detriment of capital control. 
Liquid assets are what pay profits and 
are the only means by which the re- 
tailer can make money it was said. 
It was generally agreed that it is es- 
sential today to reduce frozen assets 
to the minimum consistent with effi- 
ciency. 





Returning Goods Serious Evil, Says Hatcher 


The question of returned goods 
causes more friction, waste; contro- 
versy and ill feeling between jobbers 
and retailers than anything else in 
modern business declared R. W. 
Hatcher, Milledgeville, Ga., newly 
elected vice-president of the National 
in his address on that subject in which 
he urged for more personal considera- 
tion between buyers and sellers and 
greater patience. 

Among the contributing causes men- 
tioned by Mr. Hatcher were: Substi- 
tutions, delayed shipments, salesmen 
taking orders without leaving a dupli- 
cate with the buyer, lack of prompt 
adjustment, faults on both sides and 
general lack of mutual consideration. 

Few, he said, appreciate the magni- 
tude of the cost of returned goods. 
The average estimate, he said, was 4 
per cent of purchases. This is one of 
the main causes of the high cost of 
distribution. It has to be paid for 
by somebody, usually the jobber and 
manufacturer and indirectly the deal- 
er and the consumer. Mr. Hatcher 
mentioned an article published in the 





Aug. 16, 1923, issue of HARDWARE AGE 
which told of a case where it required 
37 men, 4 boys, 3 women and 2 horses 
to correct a mistake in ordering. 
Coneluding Mr. Hatcher said no 





R. W. Hatcher 


solution is possible that does not take 
into consideration the principle of 
mutual consideration. 
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CONVENTION NEWS 








Lynch Urges More 
Political Activity 
for Business Men 


Robert N. Lynch, vice-president, 
Chamber of Commerce, San Francisco, 
delivered the closing address at the 
retail convention in which he dis- 





Robert Newton Lynch 


cussed the importance of the retailer’s 
function, the value of his service, the 
ideals which should animate his task, 
and how organized experience and co- 
operative effort are showing the way 
to better service and greater satisfac- 
tion in accomplishment. 

He said that no business has a 
right to exist unless it renders both 
service and justice. He outlined the 
growth of business in the United 
States and said that the position of 
influence once exercised in society by 
religion has now fallen to business and 
that business men should be worthy of 
this responsibility. 

He urged more political activity on 
the part of business men because of 
their positions and responsibilities in 
the community and as a means of im- 
proving business conditions. 





Hegner on Expense 


F, A. Hegner, Sewickley, Pa., was 
unable to attend the convention because 
of illness but sent a paper to be read 
‘by Hugh F. MecNight, Pittsburgh, Pa. 
In his paper Mr. Hegner considered 
operating expense of the individual 
business, comparison with other hard- 
ware stores and with competitive 
agencies. The nature of the paper 
was more or less technical and de- 
tailed. 





Has Had 5 Men 
20 Years 


“I employ five men who have been 
with me for twenty years. Experi- 
ence has taught me that by giving a 





man responsibility it encourages him 
to use his initiative.’—A. T. Byron, 
Owingsville, Ky. 








REGISTRATION 463 


The total registration at the 
National Retail Hardware Asso- 
ciation convention at San Fran- 
cisco June 16 to 19 was 463 per- 


sons. 

All of the ladies and guests 
did not register and it is esti- 
mated that the total number of 
persons in attendance was nearly 


550. 




















To Gather Data Abcut 
Checking Agencies 


A good deal of discussion was held 
on the value of having outside agen- 
cies check up on store salesmen and 
numerous cases were cited where it 
had been done successfully. Most of 
the members who had had experience 
with this advocated others to try it 
and it was also recommended that the 
state secretaries gather data about 
reliable agencies that undertake this 
work. John B. Foley, secretary of 
the New York State Retail Hardware 
Association, urged care in the selection 
of these agencies. 


Beatty on Research 


H. R. Beatty, Clinton, IIl., spoke on 
the work that has been undertaken 
by the research department of the 





Hobart R. Beatty 


national association and said that it 
will be able to forecast with accuracy 
tendencies in the hardware trade and 
activities of competitive agencies. 





World Watching 


American Business, 


Says Editor 


T. M. Sherman, of the Hardware 
World, speaking at the opening session 
of the national hardware convention, 
San Francisco, urged the dealers to 
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T. M. Sherman 


take a more active part in civic and 
governmental affairs, and to help in 
community improvements. He _ said 
that the world today is watching the 
development of business methods in 
the United States more closely than 
ever, and that it is more vital than 
ever that the merchant balance his 
words with deeds. 

The pleasure and satisfaction that 
you get out of business, he said, de- 
pends on what you put into it. He 
commended the work of the National 
association and said that trade asso- 
ciations have done more to raise busi- 
ness practices than* any other single 
factor. The exchange of ideas at 
yearly conventions, he stated, is in- 
valuable to the merchant who has the 
good sense and the initiative to put 
new ideas to work. 


Gray Urges Correction 
of School Books 


George M. Gray, Coshocton, Ohio, 
newly elected president of the Na- 
tional Retail Hardware Association, 
in speaking about remedies that may 
be applied to correct some of the mis- 
conceptions in the public mind about 
distribution and merchandising, said 
that one of the most effective things 
that can be done is to correct the 
school arithmetics and to see to it that 
only such books get into the schools 
as are based on sound business prac- 
tice. 
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More Care Needed in Selection, 
Training and Handling 
of Salesmen 


J. Charles Ross in Constructive Address Advises Retailers 
About Proper Management of Store and Urges 
Better Training of Clerks 





training and development of salesmen, and ways of testing the efficiency of employees, 


FA training and his address on various phases of retail organization, such as the selection, 


J. Charles Ross, Kalamazoo, Mich., a director of the national association, was bom- 
barded from the convention floor June 18, at San Francisco, with formal requests for copies 
of the paper he had just read. He was given an ovation for making an address which was 
said to be “one of the most constructive ever delivered at a retail convention.” 


6¢¢ \RGANIZATION,” Mr. Ross said, 

“is the foundation upon which 
every successful business is built. It is 
the keystone of achievement. 

“I do not wish to convey the impres- 
sion that organization is the only requi- 
site in the building of a business, but 
I am convinced that it is essential to 
the continued success of any business, 
and that the ‘organization’ upon which 
the success of the business depends 
should have first consideration. 


Selection of Men 


“First, I think consideration should 
be given to a man’s character and 
standing in his community before giv- 
ing thought to his ability. One should 
know something of the public opinion 
of the men on his staff, whether they 
are of such a character and bear such 
a reputation as will permit them to 
properly represent the store with which 
they are connected. It Is not advisable 
to put any great amount of dependence 
on written testimonials and letters of 
recommendation carried by applicants. 
Many employers respond too readily to 
a request for such letters, and letters 
of recommendation are furnished many 
times when they ought not to be. 

“Unless the applicant is well and 
favorably known to you, it is advisable 
to secure the names and addresses of 
at least three or four people or firms 
for whom the applicant has worked, 
the nature of the work performed, 
length of service, pay secured and the 
reason for the applicant’s leaving his 
former connections. In addition to this 
information, it is also well to get the 
names of at least six responsible busi- 
ness or professional men as character 
references. The social standing of the 
man making application for a position 
can to some degree be measured by the 
quality and character of the references 


he gives you. A close check-up of these 
references, either by mail or personal 
interview, will usually give you a fair 
line on the applicant you are consider- 
ing and the information thus obtained 
will be much more sincere and de- 
pendable than a whole stack of ‘pocket’ 
recommendations. 

“While in my opinion an employee’s 
character should be the first to receive 
consideration, there is nothing to pre- 
vent your obtaining information per- 
taining to his ability while investigating 
his character. My practice has been to 
get the names and addresses of the ap- 
plicant’s last four connections, provided 
he has severed this many. Where many 
people are employed and in large com- 
mercial centers as many references as 
possible should be in writing and these 
filed for future use. You should know 
in advance whether the man you are 
considering is a ‘drifter’ holding a job 
for only a few months, then quitting— 
or being required to quit—and moving 
on to another position. If a man has 
made numerous changes and cannot 
give a satisfactory reason for these 
changes, it would seem best not to em- 
ploy him. 

“The expense of training men is too 
great to take any chances on a ‘floater.’ 
Your customers object to frequently 
meeting new men. They prefer doing 
business with the old ‘stand-bys’ with 
whom they are acquainted, and the 
more agreeable you make it for your 
customers to trade with you the larger 
the patronage you will have. 


The Question of Compensation 


“After satisfying yourself as to the 
applicant’s character and ability, the 
next question for consideration is that 
of compensation. This is by no means 
a one-sided question. An employee is 
entitled to fair remuneration for his 


knowledge and ability as well as his 
services. 

“It is advisable many times to ask 
an applicant, before you commit your- 
self, what he considers his services 
worth. If he requests or demands a 
stipulated amount, he should be able to 
satisfy you that he can earn the wage 
he demands. If the position being con- 
sidered does not warrant your paying 
the wage requested and the applicant 
has previously drawn a larger salary 
than you consider the position should 
pay, there is not much use of spending 
time on him, for even if he accepted 
your position and pay he would only be 
with you until he found another posi- 
tion with larger remuneration. 

“It is amusing to note the number 
of people who apply for a job and, even 
before knowing what their duties are to 
be, ask the question: ‘What does this 
job pay?’ To this question I usually 
answer: ‘That is the last thing I con- 
sider, sir. First, I want to assure my- 
self that you are the kind of a man we 
want in our organization. Second, I 
want to know something about your 
ability. Satisfying myself on these 
points, we are then in a position to talk 
salary.’ While it is always advisable to 
select dependable and able men for 
every position, a man’s ability cannot 
be measured by the salary he demands 
or what he considers himself worth. 

“There is only one sure way of know- 
ing whether an applicant for a position 
is going to fill your requirements, and 
that way is to try him out. During this 
probation or testing period he should 
be willing to work for a modified or 
somewhat lower wage—until he proves 
his real worth—after which he should 
be compensated according to his abil- 
ity and the service rendered. 

“The matter of character, ability and 
salary being settled, I consider a very 
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frank talk as to store practices and 
policies the next thing of importance. 
Employers should not hire a man and 
turn him loose to grope in the dark, 
if they expect the man to work with 
them to advantage. They should offer 
helpful suggestions and cooperate 
along the line of all right endeavor. 
They should not outline, circumscribe 
or bind so tightly that the new man 
is prohibited from exercising and de- 
veloping his initiative. 


Training of Men 


“Up until a few years ago only the 
larger and more progressive merchan- 
disers of this country recognized the 
advisability and advantages of special 
training for their employees, especially 
their sales force. Today it is univer- 
sally adopted in all well regulated 
stores. This line of study and instruc- 
tion covers a wide range. 

“First, sales people should be taught 
the value of cleanliness and neatness 
of appearance. The proper approach to 
a customer, the necessity for a thor- 
ough knowledge of the goods they are 
selling, correct principles of salesman- 
ship, correct stock and store arrange- 
ment, window and _ store dressing, 
proper method of wrapping and tying 
various sized packages, economy in use 
of wrapping paper, string and tape, 
proper method of handling goods when 
showing them to customers, correct 
method of smoothing over a dissatisfied 
customer, the acceptance of unsatisfac- 
tory goods returned without disgrun- 
tling the customer; number of feet in 
a pound of various sizes of wire, num- 
ber of nails to a pound, quantity of 
nails necessary to lay 1000 shingles; 
amount of nails necessary to lay a 
square of composition roofing, number 
of feet in a pound of rope, quantity of 
staples necessary to erect 100 rods of 
fence, etc. 

“Employees should be impressively 
admonished as to the necessity for 
keeping merchandise free from dust 
and dirt and in an orderly manner. 
They should be informed of the dealer’s 
responsibility to his customers on ac- 
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count of damage to person or clothing 
from careless store arrangement. 
These and numerous similar points of 
information should be known. 

“The careful wrapping and packing 
of merchandise to insure safe delivery, 
assisting customers with heavy pack- 
ages, especially ladies, to the door, au- 
tomobile or other nearby points is one 





J. Charles Ross 


of the little courtesies much appreci- 
ated by them. All of these and many 
other important points should _ be 
taught the employee. It should not be 
left for him to find these things out. 


Know the Lines 


“Sales people should be required to 
study their lines and know their vari- 
ous uses and be able to impart the 
knowledge thus gained to their cus- 
tomers. 

“Special effort should be made to in- 
terest employees in articles to be sold, 
as the salesman is much better equipped 
for the sales process if he is person- 
ally interested in and familiar with the 
line he has for sale; the more vitally 
interested he is the more certain of 
success is he. 
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“Proprietors, managers and depart- 
ment heads should set a good example 
for those under them. If the ‘higher 
ups’ fail to function properly, how can 
you expect the less important employ- 
ees to be 100 per cent efficient? 


Read the Trade Papers 


“In training men, the value of ‘Please’ 
and ‘Thank you’ should be impressed 
upon them. Possibly no other words 
show training and express appreciation 
more forcefully than these three words. 
All instructions should be supplemented 
by helpful reading matter. Every dealer 
should subscribe for one or more good 
trade publications and should not only 
read them himself, but insist on his em- 
ployees reading them. In addition to 
trade publications, many helpful books 
and sales bulletins are obtainable and 
should be purchased by the dealer, to 
remain his property, but to be used by 
the employee for reference and study. 

“It is not my intention to dwell on 
salesmanship, as the subject of effi- 
cient selling will be ably covered by 
another speaker, but I cannot refrain 
from saying a word or two relative to 
the proper manner of showing cus- 
tomers hardware items, especially scis- 
sors, shears, knives, revolvers, tools, 
etc. Sales people should be taught to 
hand the article to the customer in 


such a manner as will permit the cus- 


tomer to take the article by the handle 
and hold for inspection in the natural 
position and manner in which he would 
hold the article if in actual use. Too 
frequently this is not done. It is sur- 
prising to see the lack of judgment 
shown by sales people when showing 
merchandise. 

“The use of tobacco in any form or 
the chewing of gum by sales people 
while they are waiting on eustomers 
should be discouraged, if not prohib- 
ited. 


Hold Store Meetings 


“Store meetings, preferably monthly, 
where employer and employees may be 
together and discuss store problems 
without interruption is highly com- 
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develop initiative. 














7—Remember this—everybody has some ideal. 
8.—Keep your service up to the standard of your merchandise. 
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1.—One should know something about the public opinion of the men on his staff. 

2.—The expense of training men is too great to take any chances on a floater. 
customers object to meeting new men too often. 

3.—There is only one sure way of knowing whether an applicant is going to fit your 
requirements and that is to try him out. 

4.—Employers should not hire men and turn them loose to grope in the dark. 

5.—Store meetings should be held monthly to discuss store problems. 

6.—Responsibility, with a reward for achievement is, in my opinion, the best way to 
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mendable. These meetings should be 
held in the evening and should not ex- 
ceed two hours in length. They should 
not be for the airing of grievances, nor 
should personalities be indulged in, but 
store problems should be frankly and 
frvely discussed. Regardless of the 
size of your force, whether it be three 
or 300 employees, men and women 
should all be present at these meetings. 
It should be considered a part of their 
duty and they should be informed of 
this duty and what you expect of them 
when they are hired. 

“The practice of taking your em- 
ployees with you to hardware group 
meetings and, if possible, those upon 
whom you put your greatest responsi- 
bility to your State convention, is rec- 
ommended. If you expect to train your 
men to a point where they will relieve 
you of some of your responsibility you 
must expect to assist them in their 
education. 


Assignment of Work 


“In selecting a man for a definite po- 
sition, every point of his fitness should 
be analyzed. Even after having selected 
him with the greatest care, your judg- 
ment may eventually be found to be 
poor and he does not measure up to 
your expectation. He may prove to be 
a round plug in a square hole. You 
have spent considerable time and money 


trying to develop him for a certain po-: 


sition; while he possesses many ad- 
mirable qualities, he has not made good 
in the place assigned to him first. 
What are you going to do about it? 
Let him go or try to find another place 
for him? If your organization is of 
sufficient size and magnitude, by all 
means try to save what you have spent 
on him in time and money and try him 
out in some other place. He may be 
especially suited to some other depart- 
ment where he would make you a val- 
uable man. 

“Training men for the hardware 
business is expensive. Retail hardware 
salesmen require a higher degree of 
intelligence than any other line I know 
of. You may not agree with me, for 
salesmen may not always have the re- 
quired amount of intelligence, but it is 
necessary to success in the hardware 
business just the same. 

“What other line of retail merchan- 
dising embraces so great a variety of 
items and for such a wide range of 
utility? You enter the average de- 
partment store to purchase a pair of 
gloves. The sale is consummated. Your 
next item for purchase is a pair of 
shoes or some dress goods. Do you 
ask or even expect the glove sales per- 
son to leave the glove counter and 
show you shoes, much less explain the 
relative values, qualities, styles, etc.? 
No, you would never think of it, except- 
ing in the very small towns. But the 
same man will step into a hardware 
store for a few purchases and com- 
plain bitterly if he is transferred from 
one sales person to another. He ex- 
pects the hardware salesman to know 
everything, from the various ingredi- 
ents used in the manufacture of paint 
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and enamels, the number of square 
feet covering capacity per gallon of 
paint and years of service guaranteed, 
number of nails to a pound, quantity of 
staples required to erect forty rods of 
fence, down to the material used in the 
blank upon which a certain spoon is 
silver plated, the thickness of the plate 
and the number of years it will wear, 
included. Truly, the real, up to the 
minute hardware salesman must be a 
human encyclopedia. He _ dispenses 
more free knowledge than any other 
class of salesman I know of. 
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Philadelphia 
in 1925 


Philadelphia, Pa., was se- 
lected as the place of meet- 
ing of the next National 
Retail Hardware Association 
convention. This was unani- 
mously indorsed by the dele- 
gates at the San Francisco 
convention at the closing 
session. Sharon T. Jones, 
secretary-treasurer of the 
Pennsylvania and Atlantic 
Seaboard Hardware Associa- 
tion, led a large delegation to 
the coast city and made a 
strong plea before the place 
of meeting committee, which 
was instrumental, it was 
said, in getting the next con- 
vention for the Quaker City. 

The chairman of the place 
of meeting committee was E. 
M. Healy, Dubuque, Iowa. 
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“It is important that employees be 
loyal to the organization they are con- 
nected with. The practice of an em- 
ployee criticising the firm furnishing 
him a living is greater cause for 
dismissal than many others more com- 
monly resorted to. Loyalty or lack of 
loyalty on the part of employees is one 
of the greatest problems employers 
have to contend with. Loyalty is some- 
thing money will not buy nor hire. It 
is built into character, hence the ne- 
cessity to look well to character when 
employing, as previously mentioned. 

“If an employee is dissatisfied with 
the conditions under which he is work- 
ing he should go first of all to his em- 
ployer, where he can talk it over with 
him and receive or expect to receive 
action. Failing to convince his em- 
ployer of his viewpoint, he should re- 
sign from the position, but never 
‘knock.’ Difference between partners 
or between members of a company or 
corporations is a little more difficult 
to handle, as financial interests are in- 
volved, but the ‘knocking’ method is 
poor practice and is never an aid to 
business. Our criticism should be con- 
structive, not destructive. 
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“A practice, while not common, is 
resorted to at times by some execu- 
tives. It is that of going to one em- 
ployee, then another, or to one depart- 
ment head and then another, and 
‘quizzing’ them as to their opinion of 
other employees or department heads. 
This is poor practice. First, it shows 
a weak mentality on the part of any 
executive who resorts to it, for no 
loyal, intelligent person will become 
implicated in such underhanded meth- 
ods. He must, therefore, of necessity 
get such information as is passed on 
to him from the weak and inefficient, 
who wish to further their own inter- 
est at the expense of others. Second, 
nothing I can think of will do more to 
demoralize the morale of an organiza- 
tion than for an executive to quiz 
members of his staff in the manner 
heretofore referred to, and for the pur- 
pose of getting inside information, 
and then using information thus ob- 
tained against the other party. Third, 
the executive who resorts to this prac- 
tice eventually finds himself in disre- 
spect with his employees and associ- 
ates, thereby losing his influence and 
usefulness, if, indeed, such a_ person, 
could have influence or be of use to his 
organization. 


Developing Initiative 


“Webster gives as a definition for 
‘initiative’ introductory: An introduc- 
tory or first step; power of commenc- 
ing, etc. If an employee is expected 
to develop initiative he must first be 
given the ‘power of commencing’ or 
opportunity to put into practice ideas 
of his own. He must be given respon- 
sibility and permitted a _ reasonable 
length of time to work out his prob- 
lem. 

“Responsibility with a reward for 
achievement is, in my estimation, the 
best way to develop initiative. Send 
your men out on minor deals first, 
then on more important ones. Afford 
them the opportunity of developing. 
Allow them the privilege of endeavor- 
ing to improve store arrangement. Col- 
lect old accounts or open some new 
ones. 


Setting Proper Example 


“Do we refuse our sales people per- 
mission to smoke while waiting on cus- 
tomers or during business hours, and 
at the same time indulge in the prac- 
tice ourselves? Do we prohibit the 
use of tainted language by our help, 
yet use foul language in their presence 
ourselves? I wonder how many of us 
condescended to ring in and out on the 
time clock, or require our sales people 
to adhere strictly to price maintenance, 
yet yield to every request from our 
friends for a ‘special price’? Are we 
always careful about putting stock 
back in place properly or promptly 
ringing up a sale or entering a charge? 
If not, then we are not setting the 
proper example for our employees, 
and cannot consistently expect the 
same full-hearted support from them. 

“Remember this, men, every boy, 
every young man, has some ideal, 
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some one person whom he looks up to, 
whom the admires, whom he imitates 
and whom he wants to be like. Is it 
you, or you, or you? Yest, it is. I believe 
every man in this room is the ideal of 
some youth. Unconsciously we carry 
a tremendous responsibility. We are 
the molders of custom, character and 
ideals. It is a responsibility we can- 
not shift. We must face it boldly by 
setting the right example. 


Testing Efficiency 


“Man’s efficiency may be tested in 
various ways. If a salesman, his daily, 
weekly or monthly sales at a proper 
mark-up, or his net earnings for the 
same periods gives you a line on his 
selling efficiency. But this is not 
enough. He may be a splendid sales- 
man, yet he may be stealing you blind. 
In addition to a careful compilation of 
figures showing number and volume of 
sales, earnings, etc., it is well to ana- 
lyze carefully as to the average amount 
of both cash and charge sales. 

“Some clerks grab every easy sale 
in sight, but seldom try to make the 
second sale to a customer. These are 
just as I have termed them, ‘clerks,’ 
while a salesman always works for the 
second sale, and it is this second sale 
that builds up the profit column. 

“P. M.’s on obsolete and close out 
items causes sales people to keep these 
records separate and permits a check- 
up on those interested in helping you 
unload these items. 

“The average amount of each sale 
for each sales person for a given pe- 
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riod—say, per week or month—is one 
way of testing sales efficiency. 

“If you wish to test the efficiency of 
an employee’s ability as a window trim- 
mer or the arrangement of stock in 
the store, score by points, allotting, 
say, ten points for neatness, ten for 
attractiveness, five for arrangement, 
twenty for selling power, etc., then do 
not depend wholly upon your own 
judgment. Call in some disinterested 
parties to view the result of your 
man’s efforts. 

“Figures in the form of sales re- 
ports showing actual results obtained 
is undoubtedly the best way to test 
the efficiency of your sales force. 

“The average number of deliveries 
per day and average cost of each de- 
livery as compared with others is one 
method of testing the efficiency of your 
delivery man. 

“To test out a collector you con- 
sider the percentage collected against 
the total amount of bills furnished him 
per week or month. Also the average 
number of calls on delinquents within 
this same period, or another method, 
and this one is possibly the best, 
is to figure the cost of time devoted 
to collections against amount collected. 
This gives you actual cost per dollar 
to collect or percentage. The lower 
the percentage cost for collection the 
more efficient the collector. This could 
be figured regardless of whether col- 
lector spent full time or part time col- 
lecting. Figures are very necessary 
in testing the efficiency of employees, 
but a surer method is personal contact 
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The Bay of Avalon at Santa Catalina island which was visited by many of the hardware pilgrims who 


stopped off at Los Angeles 
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and observation. This seldom fails. 

“This the last point for our consid- 
eration can be disposed of quickly by 
requesting the resignation of the in- 
efficient one after having exhausted 
every reasonable means at your com- 
mand to bring the employee up to your 
required standard. This, of course, 
turns the party loose on the public to 
impose upon someone else. Here is 
where you can render the public and 
your fellow merchant a service by re- 
fusing a letter of recommendation to 
any one leaving your employ under 
such circumstances.” 

In concluding, Mr. Ross read the 
Creed of Retail Salesmanship as given 
in the Sales Building Bulletins pub- 
lished by Joseph Luchs of Philadelphia. 


CREED OF RETAIL SALESMANSHIP 


Believing in the value, importance 
and dignity of my occupation as assis- 
tant to the public in promptly and con- 
veniently supplying its manifold re- 
quirements; and in order to fulfill my 
responsibility acceptably to my cus- 
tomers, to my employer and myself— 

I AM RESOLVED 


. To treat each customer with the cour- 
tesy that springs from genuine 
friendliness and respect. 

2.To have more thought for the cus- 

tomer’s final satisfaction than for 
the amount of the immediate sale. 

3. To know my stock and to be accurate 

in statements about merchandise. 
4.To be as attentive to the purchaser 
of an inexpensive article as to one 
whose needs are more elaborate. 


_ 
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George Eberhard 


plan of selling has been carried to 

such an extent that it may pos- 
sibly be one of the main contributory 
causes for the present decline in busi- 
ness, George Eberhard, president 
George Eberhard Co., San Francisco, 
told the delegates at the hardware re- 
tailers’ convention that it is impossible 
to continue in any one direction indefi- 
nitely and that paying on the install- 
ment plan has to end somewhere. 


Decline in Auto Production 


Mr. Eberhard mentioned the decline 
in the production and sale of automo- 
biles recently as being caused in a 
large measure by the fact that install- 
ment sales had reached the breaking 
point. There is $1,800,000,000 install- 
ment paper carried in the auto indus- 
try, he said. 

Among the things he mentioned as 
indicating the tendency of slowing up 
in business were: The closing down of 
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Declares Installment Selling 


Has Been Carried Too Far 


Eberhard Intimates It Has Hurt Business 
—Urges Law Enforcement 


branch offices by many large firms; the 
increasing number of vacant stores and 
lofts and garages; the auto camps in 
the West with their 4 per cent increase 
in floating population. 

He said the western auto camp may 
be a serious problem in a few years, 
because it encourages the increase of 
a drifting population. 

Speaking about the savings bank 
deposits, he stated that 80 per cent of 
the depositors have less than $150 in 
the bank and that only 20 per cent 
have more than $5,000 deposited. This, 
he said, indicates there isn’t the money 
that many believe exists to pay for the 
large amount of installment buying 
that has been done. 


Three Trades Reflect Poor Business 


There are three trades, he said, that 
reflect poor business conditions first. 
These three are the photographer, the 
music house and the jeweler. There are 
always exceptions to this, he said, but 





Stay Close to Fundamentals’ 
Banker Advises Hardware 
Convention Delegates 


BTeTRGING the necessity of applied 
economics in modern business and 
more thorough analysis of detailed 

business problems, C. W. Banta, vice- 

president, Wells-Fargo Bank Union 

Trust Co., San Francisco, told the re- 

tail hardware convention at Larkin 

Hall that this is an age of mental 

agility and that the day has passed 

when one man business firms can grow 
beyond very definite limitations. 


Don’t Do All the Work 


Mr. Banta told of a case that re- 
cently came under his observation of a 
merchant whose sales rose consistently 
several times to $75,000 and $80,000 
but that every time they reached that 
point the business fell back. Analysis 
revealed, Mr. Banta said, that the mer- 
chant was trying to do all the work, 
that he was unable to delegate au- 
thority to subordinates and not inter- 
fere with them. He trimmed his own 
windows, did the buying, supervised 
all sales, deliveries. billings and all 
other detail work. The result was, the 


speaker said, that when the volume of 
business reached a certain point of ex- 
pansion one man was unable to do all 
of the necessary work that had to be 
done and consequently sales slumped 
and there was a general falling off in 
the efficiency of the store. 

Mr. Banta urged merchants to stay 
close to fundamentals but not to en- 
mesh themselves with petty details. He 
spoke about the growth and develop- 
ment of civilization as being the work 
of hundreds of thousands, that it is 
fundamental, and moving toward some 
ultimate purpose. Animals, he said, 
have no consciousness of knowledge, 
but man has a consciousness of knowl- 
edge but very little understanding. 
That, he said, is one of the objects of 
civilization—to enable man to get un- 
derstanding, to know the reason why 
of things, both in general and in par- 
ticular. 

“There must be a reason for every- 
thing in business. We see that civili- 
zation has produced industry which is 
like a great wheel and that the speed 


they represent good merchants rather 
than a general condition in their re- 
spective fields. 

Sales of mail order houses and chain 
stores have been increasing, which 
shows a tendency on the part of the 
public to economize, but even these 
sales have been adversely affected re- 
cently, he said. 

He declared that the chain and de- 
partment stores present a serious prob- 
lem, because they have to have special 
prices in order to do business, and that 
always disturbs manufacturers’ selling 
policies. 

Considering law enforcement, he de- 
clared it is one of the greatest needs 
in the country today, particularly be- 
cause there is a feeling among the 
masses, he said, that the upper classes 
are not amenable to the law. He de- 
clared business men are better off be- 
cause of prohibition, and urged a clean- 
ing up in politics. 


of the wheel is determined by the prop- 
er functioning of labor and capital. 
And this wheel,” the speaker said, “is 
constantly throwing off sparks repre- 
senting profits which should be caught 
and utilized by the business man.” 

He referred to the presence of the 
delegates at the convention as their de- 
sire for power, for knowledge. He said 
they were at the meeting to get power 
and material for their mental reser- 
voirs. He said it is innperative today 
for a successful business man to be an 
analyst. To be an analyst it is neces- 
sary to do what Herbert Spencer said 
must be done in order to think at all. 
“There is no use thinking unless you 
think with an open mind. Don’t try 
to prove that you or somebody else are 
right or wrong,” Mr. Banta urged, “but 
try to get to the fundamental facts and 
beware of your own befogging preju- 
dices and suppositions.” 


Know Your Customers 


He urged dealers before extending 
credit to get definite and authentic in- 
formation about the customer, and 
also, when seeking credit at the bank, 
to give the banker definite and re- 
liable information about the business 
in which you are engaged so that prop- 
er safeguards may be taken for the 
protection of both the bank and the 
merchant. 

Mr. Banta concluded by stating that 
the power of principle, of the thins 
that ought to be, is what is driving us 
on to a better civilization. 
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Towers of business—a section of San Francisco’s commercial skyline 


Californians North and South. 


Entertain Hardware Delegates 


at Coast Convention 


HE California hardware dealers 

surpassed the reputation of their 
State for cordial hospitality, in their 
entertainment of the delegates and 
ladies at the national convention at 
San Francisco, June 16 to 19. M. M. 
Brown, San Francisco, was in charge 
of entertaining the guests and he was 
assisted by all of the California dele- 
gates—W. B. Allen, A. D. Ketterlin, 
Frank Smith, F. T. Duhring, G. A. 
Gutman and LeRoy Smith, secretary 
of the California association. 

Numerous sightseeing trips were 
taken in auto buses by the guests and 
special trips were taken to the Golden 
Gate, Twin Peaks, Chinatown, the Mis- 
sion Dolores and the different parks 
and notable points of interest in and 
around the city. On the day following 
the closing of the convention a special 
trip was taken to Mount Tamalpais 
and Muir Woods across the bay above 
the beautiful suburb of Sausalito. 
Mount Tamalpais is the highest point 
in the vicinity of San Francisco, hav- 


Pasha Special Has Royal 
Continental Trip 


The special train of the Pennsyl- 
vania and Atlantic Seaboard Hard- 
ware Association left Philadelphia 
June 5 and stops were made at St. 
Louis, Kansas City, Denver, Colorado 
Springs, where a trip was made to 
Pike’s Peak in a snow storm. From 
there the party went to the Grand 


ing an elevation of 2500 feet above 
sea level. 

On the following day the delegates 
with the exception of the Pennsylvania 
and Atlantic Seaboard Hardware As- 
sociation which had a special train of 
its own, went to Los Angeles and were 
entertained there by the Southern Cali- 
fornia Hardware Association which at- 
tempted to out-do their northern 
friends in hospitality. While in Los 
Angeles the delegates and ladies stayed 
at the Hotel Clark, and took sight- 
seeing trips in and around the city to 
Pasadena, Hollywood, where they vis- 
ited Universal City, the moving pic- 
ture studio, and other points of inter- 
est. A visit was made to the Dressler 
Hardware Co., one of the largest and 
most modern equipped hardware stores 
in the country. 

From Los Angeles the delegates 
broke up and went home separately. 

The special train carrying the dele- 
gates to the convention left Chicago, 
Ill., June 10, and consisted of fourteen 





Canyon and proceeded to San Bernar- 
dino, Cal., and then to Los Angeles 
where they were entertained by mem- 
bers of the Southern California Hard- 
ware Association and taken to all 
points of interest in and around the 
city. From Los Angeles they went to 
San Francisco. 

On June 21 the Pennsylvania spe- 
cial left San Francisco by way of the 
Yosemite Valley and visited Yosemite 
National Park from whence it proceed- 














Le Roy 


Smith, 
retary of the California 


sec- 


association, who was 
always “on the job” 


cars. Stops were made at Omaha, 
Neb., Denver, Colo., Colorado Springs, 
where a trip*was made up Pike’s Peak 
during a snow storm. At Pueblo, Colo., 
visits were made to the Indian village. 
One of the most picturesque parts of 
the trip was through the Royal Gorge. 
A special trip was made to the Grand 
Canyon. A stopover was made also at 
Salt Lake City and the party heard an 
organ recital at the Mormon Taber- 
nacle. 

At the California border the train 
was met by the California delegation 
which escorted them to San Francisco. 


ed to Portland, Seattle, Vancouver, 
Lake Louise, Banff, Minneapolis, St. 
Paul, Chicago and thence to Phila- 
delphia. 

In all cities where the special stop- 
ped the dealers and their ladies were 
entertained by local committees of 
hardware men. At Indianapolis where 
the special stopped on its way to the 
coast. it was met by Secretary Sheets 
and members of the National office 
staff and entertained for several hours. 
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H. P. Aikman Urges Retailers to Study 
Community Needs and Systematize 
Their Business Activities 


PEAKING on knowledge of community needs, H. P. Aikman, 
Cazenovia, N. Y., president of the New York State Retail Hard- 
ware Association, said that “the merchant who is ahead in the 

merchandising of new goods usually reaps the harvest and shows the 
turnover.” Mr. Aikman said in part: 


66 S a community grows,” said Mr. 

Aikman, “and changes, so should 
the hardware man grow and change 
so as to keep up to date in regard to 
his stock and the knowledge of his com- 
munity’s needs. He should study very 
carefully the new lines that come up 
from time to time and see that these 
items are the correct ones that will 
meet with a demand in his locality. Also 
he should see that lines that are old 
and obsolete should be eliminated from 
his stock so as to meet the ever chang- 
ing demands with a complete and up to 
the minute stock. 

“T am going to place myself in the 
position of a merchant’s going to a new 
town and would like to determine the 
kind of merchandise that he shall place 
in his stock so as to serve this com- 
munity to the best of his ability and 
build up a good paying business. 

“First, I would want to know if this 
was a good agricultural center, if 
there was good hunting and fishing in 
the vicinity. Then I would want to 
know if the town had _ good, large 
schools, if there was any kind of man- 
ufacturing going on in the town; if the 
town had good electric light and power 
service; if it was a good town for 
transients; if the people in the town 
could afford to buy high class merchan- 
dise. 


Things for a Newcomer to Know 


“Then I would know if it were wise 
for me to stock up with guns and am- 
munition, fishing tackle, athletic goods 
for the school, tools and supplies for 
the manufacturing plants, electric ap- 
pliances, outing equipment and high 
grade house furnishings and other high 
class merchandise for the good home 


owners of this town. Also, I would know 
that I had to keep a goodly supply for 
the farmers along the lines that these 
farmers would need in order to make 
their home life more comfortable and 
to keep up to date and in good repair 
their buildings and machinery. 

“Then if I thought of going into 
business in a growing city I would have 
to go into this survey more carefully 
to see if it would be wise for me to 
stock the high grade tools and factory 
needs, if this were a manufacturing 
town, or would it be better for me to 
let the mill supply houses sell the 
plants if it were not possible for me to 
make good margin on the merchandise 
they would need. In both of these cases 
I would like to know what these com- 
munities could absorb in my line. At 
all times I would have to see ahead of 
me the possible sale of different kinds 
of merchandise before it would be wise 
for me to purchase my stock to make 
up a good, serviceable store for the 
particular community I would select in 
which to do business. 

“At all times a merchant should be 
able to answer intelligently any ques- 
tions that a customer may ask in re- 
gard to stock which he carries and also 
to stock that he should carry. His 
library of hardware catalogs should be 
more complete and so arranged that he 
can turn at once to any common item 
that a customer may wish to know 
about. 


Catalogs and Price Lists 


“Catalogs should be kept very care- 
fully. A card index is the best way to 
keep catalogs so that information can 
be secured immediately and accurately. 

“Price lists should be kept in cata- 


logs or in a file by themselves so that 
they can be found without trouble. As 
soon as a new catalog comes into your 
store it should be indexed and placed 
at once in your catalog rack or file. 
The same thing applies to price lists. 
Always be sure that old catalogs and 
price lists are destroyed so as not to 
cause confusion when looking up items. 
About every six months all the cata- 
logs should be gone through and ones 
old and not needed should be destroyed. 

“All catalog information pertaining 
to your business is very valuable, as 
one never knows when there will be a 
call for unusual items. If this informa- 
tion can be had oftentimes large and 
profitable sales can be made. 

“A merchant who is ahead in the 
merchandising of new goods usually 
reaps the harvest and shows the turn- 
over. If one keeps up to date in the 
selection of his stock to meet the chang- 
ing demands that are made of him he 
has to be ever on the lookout for the 
new goods, and also use great care in 
the selection of these goods so as to 
suit his local needs. 


Learn from the Traveling Men 


“When an agent comes into your 
store when you are very busy and 
wishes to show you new goods, and 
takes his time to carefully explain 
these to you, it is your duty to listen 
to him and find time to hear his story. 
Even though you do not buy, the infor- 
mation at a later date may be very 
valuable to you. 

“If a merchant does not study care- 
fully in advance the new lines that he 
has or should stock, the result will be 
plainly seen in dead stock and in his 
turnover. If careful advance study had 
been made by many merchants who 
stock talking machines they would have 
seen that the radio line would hurt the 
sale of this expensive luxury, and they 
would not have today a lot of machines 
which they have to sacrifice in order 
to sell. The changing demand is ever 
with us and it takes time, study and 
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unusual care to keep up to date without 
finding our stores stocked with mer- 
chandise that will not sell and will soon 
eat up our profits by lack of turnover. 

“In order to sell right it is the recog- 
nized fact that one has to buy right. 
We are all in this business to sell for 
a profit. This means that we have all 
got to have knowledge of up to the 
minute market conditions. We must all 
study these market conditions care- 
fully, and very carefully at the present 
time. Our price information should be 
at hand at all times so as to buy our 
goods at the best prices, so as to bring 
these goods into the hands of our cus- 
tomers at a price that will be fair to 
them and also so as we may make a 
reasonable margin on the transaction. 

“But, keep in mind at all times the 
value of selling quality merchandise at 
reasonable prices, as this is the great- 
est name that a retail store can have, 
the name of good merchandise at rea- 
sonable prices. ‘Talk quality at all 
times and price afterward. 


Know Your Merchandise 


“One great fault that a great many 
merchants have is the lack of knowl- 
edge of the goods that they sell. How 
can a merchant sell goods if he does 
not have knowledge of how these goods 
are to be sold? You have all noticed 
in certain stores how a customer will 
shift from one clerk to another, trying 
to find out about items in stock, and 
then go away disgusted because no one 
could tell him about things that every- 
one in the store should know about. 

“Stock records—how are they kept? 
When our season is over on skates and 
sleds, etc., we take record of the stock 
on hand and file this record so that 
when we are ready to buy we can turn 
at once to our record and find out the 
amount of goods in stock when the 
season closed. Also, we keep a record 
of how much we bought of this item 
during the past season. With stock on 
hand and the amount of stock bought 
the preceding years it is very easy to 
buy this line intelligently for the com- 
ing season so that you will not have an 
overloaded stock of certain sizes and 
kinds. 

“Accurate inventories are great stock 
records, as one can always turn to them 
and find out the amount of goods on 
hand when the inventory was taken. It 
is well to compare inventories of two 
years or more. -\s inventories are usu- 
ally taken at the beginning of the year. 
they come at the slow season when 
they can be studied carefully and 
thoughtfully. 

- “Tf invoices are filed accurately they 
are great records when you wish to 
buy, for you can always turn to them 
in regard to price and amount bought 
the previous years. After our inven- 
tory is taken we go through very care- 
fully and draw off in a small book each 
item or line that we should buy for the 
coming season. Then we determine 
how much to buy and begin to study 
market and price quotations and place 
these orders so that we will be sure to 
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have our stock all in when the season 
arrives. 

“Knowing what items you have in 
stock when a customer comes in de- 
pends on how neatly arranged you keep 
your stock. Also, one should always 
have one place to keep each item. If 
stock is changed around in your store, 
each clerk should be informed about 
the change of location. The hardware 
business is a memory business, so there 
is no excuse to have a poor memory 
about knowing your own stock. If a 
customer asks the proprietor if he has 
a certain item he should be able to 
answer at once, yes or no. 


Want Books of Great Assistance 


“A good want book is a great help 
in determining community needs. We 
impress our clerks at all times the 
value of putting on the want book 
goods that are out or low in stock. I 
am always pleased to see the same 
items down two or three times. Dis- 
pleased when not down at all. 

“If there is an unusual item down I 
always ask and find out why it is down. 
If I think this new item should be 
placed in stock, I buy it at once. If 
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an article which we do not carry is 
called for three times in our store, I 
always am sure that there will be more 
calls, so it is put in stock. A dealer, 
of course, has to use his own good judg- 
ment in buying these new items. 

“Your knowledge of community 
needs by constant study and keeping 
in mind the ever changing demand will 
make it possible to select merchandise 
intelligently. And if you keep your 
price information up to date and know 
your stock you will not have trouble 
in serving your community with qual- 
ity merchandise at reasonable prices, 
the sale of which has brought you a 
reasonable profit, because the results 
that you have obtained are the results 
of efficient buying. 


Big Margin in Small Items 


“There is an unusually large margin 
in the sale of small items that should 
be placed in your stocks for the special 
service which you can render to your 
community. I find that a good stock of 
springs, cap screws, machine screws 
and a very complete stock of bolts will 
bring customers from distant places if 
they know a merchant has these smal] 
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items in stock. This means new cus- 
tomers and new business. 

“The investment is small but the 
margin is large on these small items. 
And it is the hardware merchant’s 
business to take care of his commu- 
nity’s needs on these lines. 

“To see ahead what can be sold in 
your community is very important. 
The man who was on the ground floor 
and who could look ahead and see the 
possible sales on pipeless furnaces 
made the sales and a nice margin. 
Now, the sale of this line is very much 
different than when pipeless furnaces 
first came on the market. Now you can 
buy these furnaces for most any sort 
of a price. 

“When local conditions point out that 
there will be a large demand from your 
stock by the construction of new 
houses, buildings and State roads, etc., 
a good merchant will see ahead and 





F. A. Ernst 


ECOMMENDING that dealers do 

something novel to increase sales 
in their communities during the slow 
months of the year and that they use 
less time in taking their yearly inven- 
tory, F. A. Ernst, Seattle, Wash., de- 
clared that all seasonal selling should 
be planned four to six months in ad- 
vance. 

One of the principal reasons for the 
January slump in sales, he said, is be- 
cause dealers take inventories at that 
time. He said his firm used to take 
from one to three weeks for inventory 
but that it now uses only one week for 
it. This, he said, enables the firm to 
concentrate on special sales at a time 
when other stores are engrossed with 
the details of inventory. 


Seasonal Selling Important 


Seasonal selling is important, Mr. 
Ernst said, and it is necessary to plan 
ahead for these sales. Goods should be 
displayed a month before the actual 
buying season starts. You must create 
a desire for the goods by showing them. 
You should also advertise and the ad- 
vertising should be in line with your 
sales talks. Seasonal goods properly 
handled should turn three times, he 
said. 

To even out the peaks and valleys of 
sales during the year he urged special 
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prepare his stock to meet the demand. 
“No matter how much care a small 
merchant may use, and no matter how 
carefully he goes into the advance 
study of community needs, there are a 
great many items that it is impossible 
for him to buy at the right price so as 
he can compete with larger out of town 
merchants. The prices that he has to 
pay, for the reason that he has to buy 
in smaller quantities and pay the long 
prices, makes it impossible for him to 
function right in his community. 


Group Buying a Remedy 


“One remedy is group buying. If a 
merchant is in a radius from which a 
number of his friends can be brought 
together to a central point, and they 
can get together once a month and buy 
collectively and have shipments come 
to this central point, they will be in a 
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position to draw from this central point 
by truck. By this means they can buy 
cheaper, and by buying in car lots save 
a great deal in price. Not only the 
buying together, but the exchange of 
ideas with men in the same line of 
business oftentimes enlightens all, so 
that the source of supply where goods 
may be bought the cheapest, may be 
found. Group meetings bring wonder- 
ful results, as one learns the other fel- 
low’s side of the business. Also, it will 
broaden any man to exchange ideas 
with his neighbors. 

“In group buying it is well for each 
man to buy a certain list of commodi- 
ties. By this means it is easier for 
each one to keep posted as to price and 
market conditions, for he will not have 
to keep up with so many items. This 
information can be disseminated at 
meetings of the group interested. 


Novelties, Special Sales 


and Open Displays 
Increase Western Sales 


sales and even the purchase of special 
bargain goods to get people into the 
store and interested in it. 

Mr. Ernst said that he had experi- 
mented in display and in one depart- 
ment took out all show cases and dis- 
played the goods on open tables so that 
customers could see and handJe them. 
The result was a substantial increase 
in sales. He mentioned among other 
items pruning shears of which, he said, 
he used to sell one gross. By putting 
them out on tables he has sold four 
gross this year. 


Special sales, Mr. Ernst stated, 


bring new customers into the store and 
by running specials in different lines 
you can get different classes of people 
into your store. 


Special Sales Bring Business 


He emphasized the fact that by us- 
ing special sales and by following the 
department and 5 and 10 cent store 
display methods you will find that you 
will be able to sell grosses instead of 
dozens. Keep in touch with what is 
going on, he urged, read your trade 
papers and try new ideas. 





San Francisco Suggestions 


Among the important suggestions 
made by the suggestions committee at 
the San Francisco convention which 
were read by the chairman R. J. At- 
kinson, Brooklyn, N. Y., and referred 
to the board of governors for action 
were the following: 

That manufacturers and —— be 
asked to curtail their circular adver- 
tising. 

That state convention exhibitions in 
adjacent territories be arranged with 
consideration given to manufacturers 


and jobbers who exhibit so they may 
have time to move exhibits and not 
be hampered by conflicting programs. 
That all manufacturers and jobbers 
put the freight rates on their invoices. 
That retail salesmen be sent to state 
conventions at the employers’ expense. 
That store meetings be held reg- 
ularly and prizes offered for the best 
suggestions and the decision as to the 
best be left to the employees. 
That state convention speakers be 
selected mostly from the membership. 
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To Reduce Costs, Increase Sales, 
Manufacturers’ Secretary 
Tells Retailers 


retailers of continually ordering 

goods in small quantities increases 
the cost of doing business, whereas the 
most effective way to lower the cost of 
merchandise is to increase the volume 
of sales, F. D. Mitchell, secretary- 
treasurer, American Hardware Manu- 
facturers’ Association, New York City, 
told the delegates at the first session 
of the National Retail Hardware As- 
sociation, June 17, at San Francisco. 
Mr. Mitchell extended to the retailers 
the felicitations and best wishes of the 
hardware manufacturers and urged 
closer cooperation of all branches in 
the hardware business. 

The manufacturers’ secretary also 
extended an invitation to the retailers 
to attend the annual conventions of 
manufacturers and jobbers at Atlantic 
City, N. J., next October. 

The present depression in business, 
Mr. Mitchell said, is 90 per cent men- 
tal. Present conditions do not justify 
pessimism. He also stressed the neces- 
sity of business men taking a more ac- 
tive part in politics and recommended 
the consideration by the retailers of 
American industry’s platform drafted 
by a committee of manufacturers, 
financers and lawyers at Washington 
last fall. We are still in a period of 
readjustment, Mr. Mitchell said, but 
conditions are fundamentally healthy. 

“The key topic for your convention, 
namely, ‘Retail Efficiency,’ is not one 
in which the manufacturers felt that 
they could be of much service to you,” 
Mr. Mitchell said, “but there are one 
or two matters that it was felt I might 
present to mutual advantage. 

“Economic waste in distribution is a 
very vital question. It appears from 
information received from our mem- 


r 1 HE practice of some jobbers and 


bers that stocks in the hands of both 
jobbers and retailers are light, and we 
are hopeful that discussions here will 





F. D. Mitchell, secretary Ameri- 
can Hdwe. Mfrs. Ass’n 


enlighten and educate us if we are 
wrong in our diagnosis. 

“It is obvious that if stocks are re- 
duced much below normal, the volume 
of flow of merchandise from the manu- 
facturer to the consumer is retarded, 
and perhaps the volume is _ lessened 
through inability to make prompt de- 
livery. 

“The practice of ordering in small 
quantities, and frequently, naturally 
brings a higher cost of. distribution, 
though we believe that present condi- 
tions warrant such a course within rea- 
sonable limits. 

“The manufacturer naturally bears 


a large part of the burden of the prac- 
tice of small orders, but we have an 
earnest desire to cooperate with all dis-~ 
tributors in any reasonable way to pro- 
mote and to increase the volume of 
flow, and in reducing economic waste 
in the process of manufacture as well 
as in the scheme of distribution. This 
cooperation seems to us to be essential 
in order to reduce the price to the con- 
sumer for the purpose of increasin 

the volume. , 

“It seems to be obvious that the man- 
ufacturers cannot themselves carry 
stocks large enough to meet the de- 
mands for prompt shipment, especially 
if those demands come in concurrent 
waves from distributors. The manu- 
facturers fully realize the high value 
of service in promoting business, and 
they have every desire to render the 
best possible service that conditions 
will warrant. The industries of our 
country in all lines try to be fore 
sighted. We believe that the present 
condition of business is 90 per cent 
mental, and that the man who sells our 
country short is unwise because funda- 
mental conditions do not justify pessi- 
mism. 

“Another thought that it would be 
profitable to dwell upon is the relation- 
ship of government to business. This 
is especially pertinent at this time be- 
cause one of your distinguished officers 
has decided to sacrifice his personal 
business interests to enter politics with 
the view of assuming the governorship 
of one of-our big States. 

“Merchants and manufacturers alike 
are coming to realize the necessity for 
business men to take a more vital in- 
terest in such matters if we are to hope 
for a little more sanity and a little 
less politics from our representatives.” 








The Manufacturers’ View 


N his address before the National Retail Hardware Association, June 17 at San 
Francisco, F. D. Mitchell, secretary of the American Hardware Manufacturers 


Association said: 


1. The practice of ordering in small quantities, and frequently, naturally brings a 
higher cost of distribution, though we believe that present conditions warrant such a 


course. 


2. The manufacturer naturally bears a large part of the burden of the practice of 
small orders, but we have an earnest desire to cooperate with all distributors in any 
reasonable way to promote and to increase the volume of flow and in reducing economic 
waste. This cooperation seems to us essential in order to reduce the price to the con- 
sumer for the purpose of increasing the vol ume. 

3. We believe that the present condition of business is 90 per cent mental. 
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Retailers Cover Many Business 
Points in Resolutions 
at San Francisco 


TI‘ HE fifteen resolutions adopted by 

the National Retail Hardware As- 
sociation at San Francisco, June 19, 
cover a number of important business 
problems affecting the retail trade. The 
gist of the resolutions adopted is as 
follows: 

1—-Retailers were urged to take a 
more active part in local, state and na- 
tional politics. . 

2—F ree price service by wholesalers 
was condemned as uneconomic, and the 
belief expressed that cost of such a 
service should be borne by the users. 

3—Protest was made against the ex- 
posure in the mail of prices and quota- 
tions on postal cards from manufac- 
turers and wholesalers to retailers. 

4—-Appreciation was expressed to 
manufacturers and wholesalers who 
now use the decimal price system and 
the hope was voiced that it be ex- 
tended. 

5—The belief was expressed that 
conferences should be held by manu- 
facturers, wholesalers and retailers. 

6—The association pledged itself to 
continue to uphold its code of ethics 
and to attempt to introduce more effi- 
cient methods in retailing so as to 
lower the cost of distribution. 

7—Special attention should be given 
stock turn and buying. 


Howell Urges Careful 
Planning for Sales 


Thomas B. Howell, Richmond, Va., 
newly elected member of the board of 
directors of the National Association 
in his address on the necessity of a 
business program said that the fact 
that 1058 hardware stores reporting 
to the national office only average less 
than three stock turns a year and less 
than three per cent profit shows the 
lack of definite business programs. 

He enumerated four things as es- 
sential in preparing a program: 1— 
buying and handling the proper mer- 
chandise for your community; 2—the 
avoidance of too many lines so as to 
get a preper stock turn; 3—the em- 
ployment of the proper help; 4—to 
plan a thorough and detailed check 
in your accounting department se as 


to have at all times complete financial | 


control. 
Mr. Howell said he is a great be- 





indorsed, 


8—Support was extended to the Re- 
tailers’ National Council. 

9—Manufacturers and wholesalers 
were urged to eliminate the misuse of 
the words margin and profit in their 
advertising. 

10—Educators and publishers were 
urged to correct arithmetic text books 
in use in the public schools so that 
school children will be taught correct 
and sound business practice. 

11—The principles of simplification 
and the work of the Department of 
Commerce in this connection were re- 
and paint 








manufacturers | 


were urged to adopt a simplification | 

















program acceptable to the retailers. 


12—Wholesale firms selling direct to | 


the consumer were denounced as un- 
ethical and uneconomical. 

13—The suggestion was made that 
manufacturers using old lists change 
them so that standard discounts will 
apply in the trade. 

14—-Appreciation to the California 
dealers for their hospitality. 

15—Sympathy was expressed with 
Hamp Williams’ political campaign and 
the hope expressed that he will 
elected as governor of Arkansas. 

The chairman of the resolutions com- 
mg was Arthur Lamson, Marlboro, 
ass. 








liever in front door personal contact, 
but he believes that the basis of all 
business plans should start in the 


financial department. 
The invasion of department, chain, 
into the 


and 5 and 10-cent stores 


M. lL. Webster, 
E. C. Atkins € 
Co., Indian- 


apolis, Ind., and 
Thomas B, 
Howell, Rich- 
mond, Va., new- 
ly elected 
director 











What Would You | 


Answer ? 


A card was passed around to 
the delegates at the national 
convention by the secretary’s 
office which asked “What is the ) 
weakest point in your business— 
financing? buying? selling?” 

The delegates were asked to })) 
check the one in which they 
would like help. The check 
was as follows: Financing, 27; 
buying, 22; selling, 67. Five | 
wrote in collections. | 

Similar cards will be passed 
out at the State conventions this 
winter. | 











90% Accidentally 
Employed 


“Ninety per cent of the men em- 
ployed in the retail hardware stores 
of America are employed accidentally 
because they are cheap. You can’t 
expect a clerk to be enthusiastic about 
your business unless you give him an 
incentive to work for. Pay good men 
well and treat them well so they can 
give you their entire attention and 
not be worrying about how they are 
going to meet their rent. If a man 
has worry on his mind he can’t work 
efficiently.”—-Sharon E. Jones, secre- 
tary-treasurer, Pennsylvania and At- 
lantic Seaboard Hardware Association. 


hardware field should be given atten- 
tion, Mr. Howell said, so that a way 
may be found to offset it effectively. 
He urged dealers to put in fast mov- 
ing lines and new goods and to plan 
seasonal sales. 
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Allen Extends 


California Welcome 
to Delegates 


W. B. Allen, president, California 
Retail Hardware and Implement As- 
sociation was the first speaker June 
i7 at the opening session of the Na- 





W. B, Allen 


tional Retail Hardware Association’s 
twenty-fifth congress at Larkin Hall, 
San Francisco, Cal. Mr. Allen spoke 
on California, its past, present and 
future and welcomed the delegates 
from all sections of the country. He 
said that he and all the officers and 
members of the Golden State associa- 
tion were at the service of the visitors 
during their stay in the West. 





“Plan and Concentrate 
on Buying’—Meserve 


Buying can be systematized in the 
same way that selling is, G. S. 
Meserve, St. Augustine, Fla., told the 
delegates in his address on planning 
ahead. The wise dealer will keep 
records which will show him the right 
time to buy certain lines and when to 
stop buying. 

The best rule in this connection to 
follow, Mr. Meserve said, is to buy 
what your customers want or can be 
made to want. The average dealer 
he said does not do enough advertising 
and educational work in his own com- 
munity. People have to be educated 
to appreciate time and labor saving 
aevices that the hardware man sells. 

Study the needs of your community 
and the needs of individual families 
and keep abreast of the changing con- 
ditions. No two families are alike in 
their needs and wants and every year 
the wants of people change somewhat. 

In buying, Mr. Meserve said, care 
should be taken not to buy from too 
many manufacturers and jobbers. It 





is often better he advised to concen- 
trate purchases with a few houses so 
as to get to know them and so they 
will get to know you. Anticipate the 
wants of your customers as much as 
possible and in slow months offer 
special inducements to customers. 
People seldom know how much or how 
varied a line you carry so it is there- 
fore essential that you advertise reg- 
ularly and interestingly. 


Repeat Orders Show Quality 
of Salesmanship 


“Sales constitute the barometer of 
all business,” declared R. J. Atkinson, 
Brooklyn, N. Y., director of the na- 
tional, in a short talk at the San 
Francisco convention, “There are only 
three methods of selling,” he said: 





R.J. Atkinson 


“1—advertising; 2—window displays; 
3—personal contact. 

“Personality means _ individuality. 
Put yourself into one of these three 
ways of selling and your personality 
will manifest itself. It is a mistake 
in my judgment to cut stocks too low. 
You can’t sell what you haven’t got. 

“Salesmanship is composed of five 
things: 1—observation; 2—knowledge; 
38—enthusiasm; 4—the gift to know 
when to stop talking, and 5—to sell 
so that a customer will come back 
for more. There is no money in 
‘sticking’ anybody with poor goods no 
matter how much you make on the 
individual sale. It is repeat orders 
and steady customers that count.” 

Mr. Atkinson advocated store meet- 
ings for salesmen and recommended a 
case in the front of the store for new 
goods. He said that he put new goods 
in the case in the front of his store 
so clerks can become familiar with 
them and so customers will see them. 


They Made Good! 
San Francisco 
Temperature 66° 


A large placard was carried into the 
convention hall at the first afternoon 
session by the California delegation 
that won the convention for San 
Francisco last year at Richmond, Va. 
At the 1923 convention the heat in 
the city of Richmond was excessive 
and at that time the San Francisco 
delegates read a telegram stating that 
it was only sixty-six degrees in the 
city by the Golden Gate. This year 
the placard announced: 

“We deliver the goods. The tem- 
perature today in San Francisco is 
sixty-six deg., Washington, 84 deg., 
New Orleans, 92 deg., New York, 82 
deg.” . 

Applause and cheers greeted the 
placard and it was some time before 
| business could be resumed. 


eee 


Put Surplus in Outside 
Securities, Advises Casey 


C. H. Casey, secretary of the Min- 
nesota Retail Hardware Association 
and a past president of the National, 
speaking on the investment of earn- 
ings, recommended dealers to _ take 
their excess or surplus profits and in- 
vest them in reliable outside securi- 
ties rather than to reinvest them in 
their own business. 

Mr. Casey mentioned a case of a 
merchant whose store burned down 
several years ago. Only because of 
the fact that he had money invested 
in industrial securities, Mr. Casey 
said, enabled this merchant to start up 
in business again. Yearly or monthly 





C. H. Casey 


withdrawal of surplus earnings and 
the investment of them in sound se- 
curities is a good practice and gives 
a merchant an anchor to windward, 





Mr. Casey stated. 
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Avoid Freak Demands, 
Warns Christianson 


Declaring that many hardware 
stores are running a race against 
dead stock and that the dead stock 
is ahead, B. Christianson, assistant- 





B. Christianson 


secretary Wisconsin Retail Hardware 
Association told the retailers that the 
only remedies against dead stock were 
simplification of lines, careful selec- 


tion in buying, and more _ intensive 
selling. 
Mr. Christianson mentioned many 


cases that have come under his obser- 
vation of overstocks and he strongly 
urged dealers to make a more careful 
study of individual and local problems 
that affect their businesses. 

He advised against anticipating 
freak and fancied needs of customers. 
The retailer, he said, who carries 
everything in his line seldom makes 
money. There are too many lines of 
merchandise he said and warned deal- 
ers against stocking oddities. 

He said that an article that costs 
$10 plus $1.80 selling expense costs 
37% cents a month to carry. He 
urged the dealers to go out and beat 
the bushes for business when it is 
slow and to follow some definite plan 
of selling action. Establish the best 
seller in every line you carry and hold 
group sales of items so as to establish 
their relative value to you and your 
customers. 


Modern Merchandise Needs 
Modern Setting, Says Allen 


W. B. Allen, Palo Alto, Cal., presi- 
dent of the California Retail Hard- 


ware Association, and director of the 
National Association, said that service 
the thing that makes customers 


is 





trade in one store and not in another. 
The proper understanding of service 
he said, is important in modern busi- 
ness because it embraces so many 
things. 

Among the things he mentioned as 
necessary before service can be given 
are well trained clerks, well assorted 
stock, good store arrangement, and 
modern methods of doing business. 

He stressed the importance of store 
arrangement as a time saver for the 
salesman and the customer. It is es- 
sential that modern merchandise be 
shown in a modern setting, he said. 





Jobber Given Ovation 


Brace Hayden of San Francisco, 
vice-president of the National 
Hardware Association of the 
United States, which is composed 
of wholesale houses exclusively, 
addressed the retail convention at 
the opening session and extended 
the greetings and good wishes of 
the jobbers. Vice-president Gray 
of the retailers, when introducing 
Mr. Hayden, said that he has been 
in business seventy-two years and 
that he was eighty-eight years 
young. Mr. Hayden during his 
brief talk stressed the importance 
of closer cooperation between job- 
bers and retailers and a more inti- 
mate study of one another’s prob- 
lems. Following his talk Mr. 
Hayden was cheered, and on mo- 
tion of R. J. Atkinson, Brooklyn, 
N. Y., a rising vote of apprecia- 
tion was tendered him. 
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elected President George M. 





Jobber Urges Small Orders 
and Quick Stock Turns 


Brace Hayden, vice-president, Na- 
tional Hardware Association, and 
president Dunham, Carrigan & Hay- 
den Co., wholesale hardware, San 
Francisco, in an address before the 








Brace Hayden 


retail convention declared that one of 
the main reasons why the retailer is 
not getting a larger stock turn is be- 
cause he buys in too large quantities 
and from too many sources. He urged 
dealers to concentrate their purchases 
and to make more use of the jobber. 
He urged small purchases, quick sales 
and replenishing of stock often. 

He said that although it costs more 
to handle small orders that is one of 
the reasons for the existence of the 
jobber, and the average jobber, he 
said, would rather have a dealer order 
in small lots and pay promptly than 
to order in a large quantity and de 
lay payment for several months. 


National Retail Hardware Assn special train leaving Chicago 11:30 p. m. Tuesda 
June 10, 1924, from Madison Street Terminal, Chicago ¢€ North Western Ry. 
Gray and Secretary Herbert P. Sheets in the foreground 





New 





July 3, 1924 


HARDWARE AGE 


97 


A Frank Statement of Policy 


N the June 19 issue of HARDWARE 

AGE we featured an editorial deal- 
ing with the practice of some manufac- 
turers or distributors of selling hard- 
ware products to certain chain stores, 
department stores, etc., who in turn 
advertise and sell these products as 
leaders at cut prices. 

Mention was made of the fact that 
ball-bearing roller skates were being 
featured by non-hardware stores at 
prices which do not allow the legiti- 
mate hardware dealer to compete. 
Naturally, we had no intention of im- 
plying that the better manufacturers 
or jobbers were at fault. We were 
calling attention to a situation which 
exists in order to protect the retail 
hardware dealers, and also those man- 


ufacturers and jobbers who likewise 
suffer from this pernicious practice. 

We therefore take pleasure in pub- 
lishing the following letter from the 
Union Hardware Co., Torrington, 
Conn.: 


“Editor, HARDWARE AGE, 
“New York City: 

“We have read your editorial in 
the issue of June 19 referring to the 
pernicious practice of some roller skate 
manufacturers or distributors of sell- 
ing their products to certain types of 
retail dealers not in the hardware 
field who demoralize the market by 
selling ball-bearing roller skates at cut 
prices. 

“We appreciate the fact that you had 


no intention of implying that the Union 
Hardware Co. was indulging in such a 
practice, but we fear that some of your 
readers may draw such an inference 
from the article, due to our prominence 
in the roller skate industry. 

“We market our roller skates only 
through the legitimate jobbing trade, 
and although large quantities of our 
products are sold by department 
stores, these stores obtain their stocks 
from jobbers. 

“It has always been the policy of the 
Union Hardware Co.—a policy which 
we have no intention of changing—to 
confine our business to the jobbing 
trade, and we are certainly glad to em- 
phasize this once more. 

“UNION HARDWARE CO.” 
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H. L. Boyd, secretary of the Southern 
California Retail Hardware Association. 
Mr. Boyd is always in evidence when there 
is work to be done or delegates to be 


entertained 
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T the right is shown 

a scene typical of 
San Francisco’s _far- 
famed Chinatown. This 
section of the city was 
visited by many of the 
delegates at the conven- 
tion and constituted one 
of the sight-seeing fea- 


tures. 
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A System to Control Stock 


BY FRANK MAPPES 





EDITOR’S NOTE.—Keeping an accurate record of stock has been the bane of more 
than one hardware dealer’s existence, and unless proper records are kept it will cause 
worry to many more. This article by Mr. Mappes, which is the ninth of a series devoted 
to the problems of store arrangement, store management and merchandise display, out- 
lines a decidedly efficient method of doing away with the stock record bogey for all 
tyme. 

And by the way—keep your eyes open for Mr. Mappes’ next article of this series. 
It’s on “Outside vs. Inside Salesmen,” and it’s a good one. It will appear in the July 
17 issue of HARDWARE AGE. 


tion to do this. Definite, unquestionable knowledge 
based on turnovers of the entire lines by the very 
items that make up the lines is absolutely required. 

Financial or general statements are sufficient to 
determine the financial condition of a business. But 
such details are not sufficient to study and analyze 
the salability of every item in each line. A system 
which will enable you to do this is both profitable and 


T is believed that the most important single func- 
tion in merchandising is turnover. It is only 
possible to get turnover by having an absolute 
control over the purchases and sale of stock. Definite 
knowledge of the movement of merchandise is essen- 
tial for the judicious replacement of goods sold. The 
merchant who can truthfully say, “We get better 
turnovers in the tool department than we do in the 


cutlery department, etc., but we have items in both 
lines which do not move very well” is fortunate. That 
merchant is progressive and, undoubtedly, has records 
which permit him to analyze the sale and movement 
of items in all lines, in order to be able to make such 


necessary. 

The only way to control stocks is by means of indi- 
vidual stock records. That is the way to determine 
which are stickers and which are live items in a line. 
Such systems guide buyers, show up slow-moving 


a definite statement. He must have specific informa- items as often as records are made and enable them 
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SHEET NO. 2! 


NUMBER DATE 


ORD. | REc. 





At the left is shown the “stub” sheet, while the record sheet 
is shown above. Keep these sheets together and you have a 
complete record of your stock 











(aa np enero een LAS SSS ASSESSES SR 
Reading matter continued on page 100 











July 3, 1924 HARDWARE AGE 99 


oF Ney 


MCKINNEY 


GO | £& pees | 



































A . b. ~ > 
j . ; ‘ . F . 

2 Be i ; s . 

EY soak a 3 : * ; 
> os * Md A A>. 
, ; ; ae ‘ 
% f oh d ‘ 
f = - ‘ : 
rage ; 
* } . 
: 7 a 
| e . 
tae P 
b, Y, * 
* ‘ 2 

















. ES . ; ns 0 i «, 
a . f 


You carry the best} > 
lock sets. Be con} 
sistent and supply 
McKinney Hinges 
to go with them. 


























McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 











? ————————— ——— 8 














100 HARDWARE AGE 


to eliminate dead stock. Buyers having such informa- 
tion available are thrice fortified— 


First: They know what they have. 
Second: They know what they need. 
Third: They know what to buy. 


If a buyer is on to his job, he ascertains before 
placing an order for lines of merchandise previously 
handled just what items and quantities of each he 
has on hand. This information he usually gathers 
by making up a list containing each item in the line, 
and probably the quantity he ordered at some pre- 
vious time, and then uses his judgment in determining 
the number of each to order each time he buys. 

This method gives him the knowledge of the con- 
dition of his stock and the items that, in his judgment, 
ought to be replenished. It does not, however, inform 
him of the exact quantity he should order at the 
particular time or the number of turnovers he had of 
each particular item in the line, or whether its sale 
justifies its retention in the line or stock. However, 
if the information is in the form of a continuous 
inventory, compiled at different times on a permanent 
form, which permits comparison with the quantity 
on hand at the previous periods, a mere glance will 
show the buyer just how many were sold during the 
interval. The value of such information is unlimited. 

An arrangement which contains a list of items in 
lines or groups of lines, thus enabling the buyer to 
collect data such as quantity on hand, quantity pur- 
chased and date received, so that repetition compiled 
periodically makes it possible to determine the move- 
ment or turnovers, it simply puts the temporary work 
on a permanent basis and saves time required to pre- 
pare sheets each time. 


Rule of Thumb Buying Means Dead Stock 


Many buyers use the rule of thumb method and this 
usually results in the accumulation of much of the 
dead stock. If they had available the information 
possible by the application of a stock control system, 
there would be less dead stock and more turnovers. 
This latter method of buying is common practice in 
all of the larger jobbing houses where stock bin tags 
are used to record the incoming and outgoing of each 
item and make it compulsory for the stock keeper to 
report each item, the number of which reaches a 
fixed minimum quantity. This “Bin Tag” system is 
too cumbersome to be used in a retail store because of 
the limited number of each article, but the same 
principle can be put into operation on a different form. 


Sheets Used for Stock Control System 


These may be termed the “Stub” and “Record” 
sheets. The “Stub” sheet is about 5% in. wide and 
8%, in. long and is perforated to fit the binder. It 
is ruled for six columns thus: 

“Sample “Mfrs’ “Selling 
No.” “Article’ No.” “Size” “Cost” Price” 
On this sheet, the writing of name of article, size 

and manufacturer’s number should be in ink to insure 
permanency. The sample number, cost and selling 
price may be written with lead pencil so as to be 
neadily erased when changes are necessary. This 
sheet contains the permanent data—and can be used 
with as many of the record sheets as desired. 

The record sheets are foolscap size, ruled with a 
column for the total number of each item sold the 
previous year, the next column for the maximum 
number of each item to make sufficient stock for 
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about two months’ requirements and the next column 
for the minimum number to be carried in stock. The 
rest of the sheet is divided into as many columns 
as space will permit and each of these columns is 
divided into three equal places to permit recording 
“quantity on hand,” “ordered,” and “received.” As 
many of these sheets as may be required can be used. 

When the last column of a sheet is used, another 
sheet can be placed between it and the stub sheet, and 
this can go on indefinitely. The key number identifies 
the two sheets that belong together. This prevents 
possible error if it is found necessary to undo the 
binder at any time. 


How the System Works 


Every item of a line is entered on the stub sheet 
with the manufacturer’s name, name of article, size 
and number and, if sampled and stocked with the 
method previously described, contains also the sample 
number. This should be done with every line that 
constitutes a department, or at least with related 
items. 

After all the lines are thus taken care of, these 
sheets, with an equal number of the record sheets, 
should be placed alternately in one loose-leaf binder, 
the pair making a complete control sheet. 

The next step is to enumerate the quantity of each 
in the first “on hand” column on the record sheet, 
after putting at the head of the column the inventory 
date. If it is found that it is necessary to replenish 
the stock, the quantity ordered should be entered in 
the order column. 


Checking Goods Received 


On arrival of the goods in the store, a check mark 
should be placed in the “received” column, opposite 
each item received and, in the event that the quantity 
of any items ordered is only partially received, the 
numeral of the quantity received should be entered. 
Back orders can thus be recorded. This will assure a 
definite knowledge of the quantity received plus those 
on hand at the time of previous entry. This opera- 
tion should be repeated, periodically and at frequent 
intervals (once each month, if possible) and, at any 
rate, at least every time orders are placed for goods. 

It will be found that the effort thus spent will show 
up the slow sellers, will enable the buyer to anticipate 
his wants more definitely, prevent over-buying, give 
a basis for estimating the season’s requirements of 
goods necessarily purchased in advance and, best of 
all, permit operating successfully with a smaller in- 
ventury—less capital. 


Makes Inventory-Taking Easy 


Taking such an inventory is done much more 
speedily and accurately if the stock-takers work in 
pairs, one calling the name and size of an article 
cor its number from the stock control book, and the 
other calling back for recording the quantity on hand, 
always taking into consideration that the sample is 
part of the stock on hand. Reserve stock should be 
taken after the forward stock, thereby permitting the 
laying out of items found short on the record of 
forward or selling stock. No space is provided for 
the reserve stock. Therefore, it must be incorporated 
in the column used. 

If a stock control system such as herein described 
is used, the “just outs” will almost entirely disappear. 
However, as it sometimes happens that extenuating 
circumstances cause a run on specific items, it is 





July 3, 1924 HARDWARE AGE 101 





acca ta eee 











WW QVALITY LEAVES 

















wee CERO Eb e 


Thanks to the double protection 
afforded by having R-W Fire 
‘Doors on both sides of the fire 
wall, the Jennison Hardware 
Co. not only saved a $150,000.00 
stock but were able to continue 
business with little interruption. 
For this they were truly grateful, 
as their insurance policy would 
not have recompensed them for 
the loss of revenue resulting from 
a shut-down of their business. 


R-W * al 


and automatic fire door equipment are 
made with painstaking care to with- 
stand the most raging fire, and bear the 
endorsement of the Underwriters’ 
Laboratories. 


Many hundreds of installations already 
have paid for themselves by preventing 
the spread of incipient fires and lower- 
ing premium costs. Write us today 
for a copy of Catalog A-25, which fully 
_ describes this money-saving equipment. 
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Baw Cus Mice, 


June 3, 1924. 


Richards-VWilcox Mfg. Coe, 
Aurora, Illinois, 


Gentlemen: 


You are aware that we recently suffered a serious loss 
by fire, and will be interested to know that our warehouse and 
office were saved by automatic fire doors and equipment furnirhe 
ed by the Richards-Wilcox Mfg. Co. 


The office and warehouse contained stock worth $150, 
000.00, and records of inestimable value to us, Without these 
records and stock we would have been put out of business for the 
time being, but on account of the service performed by our R-W 
Fire Doors we have been able to continue with little interruption, 


This experience has taught us that fire doors should 
be applied on both sides of the fire wall at each entrance, 
When the architects designed our warehouse, we noticed they 
placed fire doors on each side of the wall at the entrance to 
the office. At the time we remarked that we thought a single 
fire door was a good thing, but why double? ‘The architect ree 
plied that some day we would thank him for putting in double 
doors -= and when the fire was raging we certainly were grateful 
for the double protection he advised, 


> 
These fire doors not only stood up for five hours 
against the hottest kind of a conflagration, but the inside door 
was practically untouched by the heat and the flames stopped 
exactly at that point. 


We thought this information might be of interest to 
you and to those whose buildings are not safeguarded by R-W 
Fire Doors, : 


Yours very truly, 


WFJ:AHP 
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orders. 


buyer’s desk. 


A Summary of Stock Control 
1. Stock control gives statistics of the movement 


of goods. 


2. Gives records of orders placed and incoming 


merchandise. 


3. Makes available statistics for buying and re- 


placements. 


advisable to operate a “want slip” 
entered articles needed immediately when shorts are 
discovered. These should be turned over daily to the 
buyer so that he can issue replacement or emergency 
It is recommended that the “want slips” be 
printed on paper of a distinctive color so as to make 
them easily stand out among other papers on the 
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on which are 
vals. 


sell. 


reserve stock. 


4. Reveals the condition of stocks at regular inter- 


July 3, 1924 


5. Makes possible the accurate plans to buy and to 


6. Keeps the store personnel posted on the con- 
dition of forward or selling stock and its relation to 


7. Makes possible the study of turnovers by in- 
dividual items of lines. 


8. Permits the elimination of slow sellers and 
standardization of lines. 


9. Correct buying is only possible when you really 


know. 


In a later article, I will explain and exemplify a 


workable plan of operating a budget for stock re- 


plenishment and financial purposes. 


“Fundamental Conditions Appear Better” 


Says Oliver Brothers, Inc., New York City 


() PTIMISM is the keynote of a recent 

letter issued to the trade by Oliver 
Brothers, Inc., 71 Murray Street, New 
York City. In commenting upon condi- 
tions, both here and abroad, the letter 
says in part: 

“Summed up, fundamental conditions 
appear to be better than when last 
year’s boom was in full swing. Our 
taxes have been substantially reduced, 
which is manifestly better than no tax 
reduction at all; the credit situation is 
actually stronger than last year, the 
reserve ratio being approximately seven 
. points higher than the average for the 
first quarter of 1923, and finally, we 
persist in our cheerful attitude toward 
the slowly improving agricultural situa- 
tion. 


Conditions Better in Europe 


“In Europe the outlook is much bet- 
ter; England’s labor government is 
proving conservative and continually 
winning new friends; it is to be hoped 
that the new French government will 
adopt a more cooperative and concilia- 
tory attitude, and finally, all the lead- 
ing countries of Europe, including Ger- 
many, have received the Dawes report 
on reparation settlement with consid- 
erable favor. There is plenty of reason 
for optimism regarding foreign condi- 
tions even though the period of con- 
valescence is bound to be a long one. 

“While business depression is a gen- 


erally recognized fact, we have repeat- 
edly discussed our views as to the 
causes of the present lull, and we pre- 
fer in this letter to pass on to a brief 
discussion of the probable duration of 
the present situation. In the first place, 
the current dullness, which became so 
rapidly accentuated in recent months, 
does not seem likely to become more 
acute. We are fortified in this view by 
the fact that the Steel Corporation, for 
example, reports the smallest tonnage 
of unfilled orders on its books of any 
time in the last ten years. There has 
been a rather marked falling off in con- 
struction awards, while railroad pur- 
chasing of rails, cars, locomotives and 
general equipment is almost nil, and 
the automobile makers are concentrat- 
ing on working off large accumulated 
stocks. We think that the building trades 
have passed the peak and that they will 
be comparatively dull in thé fall, that 
the railroads will continue their policy 
of economy, but that automobile activ- 
ity will increase with more seasonable 
weather and following the disposal of 
heavy overstocks in the hands of 
dealers. 

“The downward movement of prices 
must be checked sooner or later by the 
cost of labor and apparently organized 
labor is prepared to resist with all the 
power it can command any extensive 
efforts to lower wages. This problem 
of cutting down on the cost of the 


greatest single factor in the production 
of any commodity is an extremely try- 
ing one and one that can only be gen- 
erally successful after a long siege of 
severe depression compels the laboring 
man to listen to reason. Consistent with 
our opinion that we are not confronted 
by any extended period of acute de- 
pression we question the probability of 
widespread labor troubles, although we 
must recognize the fact that the sub- 
ject is becoming increasingly important 
and is already being very widely dis- 
cussed. 


Reaction Good for Business 


“‘We are practical optimists, and con- 
sider the present reaction as a good 
thing for business. It will help us to 
rearrange our ideas of values; it will 
help to reduce or wipe out the econom- 
ically unsound disparity existing be- 
tween many lines; it will lessen the 
opportunities of speculators to disrupt 
the markets and profiteer at the ex- 
pense both of legitimate dealers and 
consumers. 

“The present reaction has only been 
in process of development for three 
months—not a long time as business 
movements go, and while we do not 
think it has run its course yet, nor that 
it will in the next month or two, we see 
absolutely no occasion for alarm or pes- 
simism.” 











Merriam Cashes in on 10 Cent Items 


EORGE S. MERRIAM, Keo- 
kuk, Iowa, decided to try out 

the 10 cent idea. 
play was installed which con- 
tained nothing that sold for more 
than 10 cents. 
said that he had calls for some 
of this merchandise over a month 


A window dis- 


Mr. Merriam 


nature. 


after the window was taken out. 
This proved two things for him. 
First, people do buy a lot of 10- 
cent hardware, and secondly, they 
do look at the merchandise in 
the window and are impressed by 
a good display irrespective of its 
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‘*Steadily Increasing Sales 


Satisfied Customers’’ 


That's the experience J. F. Vass of Valley 
Junction, lowa, is having with Gold-Seal 
Congoleum, and that’s the experience of 
hardware mercnants all over the country. 
Read the letter Mr. Vass wrote us recount- 
ing his experience. 

Gold-Seal Congoleum Rugs are a logical 
hardware line. They can be displayed in 
small space and are backed by a nation- 
wide advertising campaign that sends the 
Congoleum message of brighter homes and 
lighter housework into practically every 
home in America. 


Six turnovers a year is an average record 
with Congoleum. Think of it! Six fat 
profits a year on a staple, easy-to-sell line 
that creates satisfied customers! 


For information about Congoleum prod- 
ucts and how to get your share of Gold- 
Seal profits—write our Hardware Division 
Headquarters at Philadelphia. For your Con- 
goleum stock—order from the jobbers listed. 
They carry a complete line of Gold-Seal 
Congoleum and make prompt shipments. 


CONGOLEUM COMPANY 


INCORPORATED 
Hardware Division Headquarters, Philadelphia, Pa. 


EASTEP.N JOBBERS 


Beckley Hardware Co. . ‘ - Beckley, W. Va. 
Hall & Knight Hardware Co. e - Lewiston, Me. 
PF. P. May Hardware Co. ° Washington, D. C. 
A. T. McClure Glass Co. Reynoldsville, Pa. 
Persinger Hardware Co. bem W. Va. 
Rice & Miller ° Bangor, Me. 
Swank Hardware Co. ° ‘ ‘ Johnstown, _ 
Talbot, Brooks & Ayer . . . Portland, 
John B. Varick Co. . ° - Manchester, N. H. 
CENTRAL JOBBERS 
Co. . ° . ° - Cleveland, Ohio 
° - Detroit, ‘Mich. 
Hardware Corp. Detroit, Mich. 
& Mfg. Co. . . Louisville, Ky. 
Hwe. pea ” Atchi son, Kan. 
‘ Evansville, Ind. 
Co. ° Kalamazoo, Mich. 
ce -« . Quincy, Il. 
& Co. ° ° "St. Paul, Minn. 
Co. . Little Rock, Ark. 
Hardware Co. ilwaukee, Wis. 
Mae le . Ottumwa, Ia. 
, "Cedar ree Iowa 
& Co. a o = 
‘Minneapolis, in 
Ces < Henderson, 


- Duluth, n, Ky. 















Spencer 





’ 
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1. A logical hardware line— 
sell the housewife floor- 
covering when she comes 
for household utensils. 

2. A staple line — patterns 
are standard. 

3. Easysales-demandcreated 
by nation-wide advertising. 
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Why Hardware Merchants Sell Go!d-SealCongoleum Rugs 


5. Quick profits —no tie-up 
of working capital. 

6. Easy to display—little floor 
space required. 

7. Easy to handle—packed 
in individual containers, 
ready to deliver. 


8. Satisfied customers—high 





4. Small investment—norisk. quality is guaranteed. 
a The Fastest Selling Floor-Covering in the World | 





Miller-Jackson Co. 
Morley-Murphy Hardware Co. 


Northern Hardware & Supply ‘Co. 


J. Pritzlaff Hardware Co. 
Saginaw Hardware Co. 
Townley Metal & Hardware Co. 
Van Camp Hardware Co. . ‘ 
Wm. Volker & Company 
Weiss-Muessel Co. ‘ 
Woodward Hardware Co. 


WESTERN JOBBERS 


Arizona Hardware eps Co. 
Marshall-Wells Co. 
Marshall-Wells Co. 
Schram & Ware, Ine. ‘ 
Strevell-Patterson Hwe. Co. 
m. Volker & Company 
Wm. Volker & Company . 
Wm. Volker & Company 


Oklahoma City, Okla. 


reen Bay, Wis. 
Menominee, Mich. 
ilwaukee, Wis. 
Saginaw, Mich. 

- Kansas City, Mo. 

‘ Indianapolis, Ind. 
- Kansas City, Mo. 


: ° “South Bend, "Ind. 


Cairo, Ill. 


- Phoenix, Ariz. 

- Spokane, Wash. 
- Portland, Ore. 
Seattle, Wash. 


. * Salt on City, Utah 


Ange es, Cal. 
- San Francisco, Cal. 
Seattle, Wash. 


SOUTHERN JOBBERS 


Momsen-Dunnegan-Ryan Co. 


Morrow-Thomas Hardware Co. . 


Nash Hardware Co. . 
Sullivan-Markley Hardware Co. 
Tampa Hardware Co. 

Wm. Volker & Company 

Wm. Volker & Company . 


COCKER CEE SCLEGSEE EES CEU ESER EGEEERESEEESEEE CECEEEEE REECE CEE CECE CEE LEEEELECEES CCLELECESELELE REEL ELE EOE LE. 


- El Paso, Texas 


Amarillo, Texas 


- Fort Worth, Texas 


- Greenville, S. C. 
ampa, Fla. 
Houston, Texas 
Dallas, Texas 





my : ~~ 
the 8 ae aloe Seen o> 


~) enn 
NEN nn od 


Shea acai ea 


Poe orene 


4 ye FETS 





REMC L LA RTS ROO LE ER 


NE ese 





































—_— 





















' P ——_ x So —_ 4 
; oe Sy ll i ia 
“i LEZ 
it I ZZ cogs 
Ait? Id, , 


A 
; 
| TW vA ' - 
i sa } rk 
; \ f, Wiha 
-_ wa) 
{ / Yt agi 
" ‘ ‘ | 
\ ‘ 


i}, @e,.. 
Mh QY 








‘ “Late that afternoon 


about wire cloth. Mr. Wickwire of Wickwire 

Brothers, had been a friend and acquaintance of 
mine for several years at the Simmons Hardware Com- 
pany. When he came to St. Louis after the organiza- 
tion of the new company he called on me and remarked 
that he would be glad to have our business on wire 
cloth and his other lines. I told him there would be 
no doubt about his getting it. Then he went down to 
see our good old friends, the Simmons Hardware 
Company. 

Late that afternoon he telephoned me to meet him 
at the Planters’ Hotel. Mr. Wickwire was very much 
worried. He told me he thought of course he would 
be able to sell us and also to sell the Simmons Hard- 
ware Company, but when he went to the Simmons 
Hardware Company, they had informed him flat-footed 
that he could not take our business—that he would 
have to choose between their account and ours. Now 
the Simmons account naturally was one of the largest, 
if not the largest, on his books. He could not be ex- 
pected in all reason to give up his best account for an 
account that was mostly a matter of hope. Mr. Wick- 
wire, however, seemed to be really sorry that it was 
necessary for him to turn us down. 

“Say, Norvell,” said he, “the next best concern in 
the wire cloth business to Wickwire Brothers is the 
Clinton Wire Cloth Company. They are first-class 
people. They make a good product and it just happens 
that Mr. Fairbanks, their sales agent, is in Chicago 
today. Now if I were in your place, I would wire Fair- 
banks to come to St. Louis, and make a deal with him!” 
So I wired Mr. Fairbanks and the next morning he 
was in our office. 


NOTHER interesting story of those early days is 
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By Saunders Norvell | 7g 


Chapter XX 


Wire Cloth, Catalogs 
and Advertising 
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he telephoned me” 


Naturally I was angry at the action of the Simmons 
Hardware Company. I determined to get even by push- 
ing the sale of wire cloth with every ounce of selling 
ability and energy I had. I told Mr. Fairbanks this. 
I told him he had an opportunity, if he would back us 
up and give us the right kind of a deal and the right 
kind of support, to build up a very large wire cloth 
account. 

I remembered that Mr. McMullin had built up a large 
business on poultry netting by selling his netting 
freight paid to every railroad station in the United 
States. I think the retail dealer had to buy five rolls 
in order to get this concession. Mr. McMullin told me 
that having the freight paid always appealed to the re- 
tail dealer. He knew exactly what his goods cost him 
delivered in his town. He did not have to pay out any 
cash for freight. The thought occurred to me, why 
not sell wire cloth on the same basis? 

I put this proposition up to Mr. Fairbanks and the 
idea did not exactly appeal to him. At that time wire 
cloth was sold on factory shipments with a freight 
allowance that just about paid the freight to St. Louis. 
We would get wire cloth orders together, send them 
direct to the factory and they would do all the shipping 
for us, making this freight allowance to the customer. 

“Now,” I said to Mr. Fairbanks, “instead of just 
making a freight allowance, why can’t we figure out 
the average cost of the freight to every railroad sta- 
tion in every State and then make a flat price on wire 
cloth for every State in the United States?” He re- 
turned to Boston and figured it out. He gave us a 
price delivered on this basis all over the country. We 
started selling wire cloth in this way and the plan 
made an immediate hit. Our sales of wire cloth sur- 
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When W. H. Lowes, proprietor of the 


Madison Hardware & Construction Co., © 


Chicago, saw how fast his first Mirro 
Display Stand was selling the goods, he 
promptly ordered another. He would 
have two more, he says, if he had room 
for them. 


‘‘The Mirro stand,’’ states Mr. Lowes, 
‘is surely the ideal fixture for use in 
displaying our stock of Mirro. It has 
proven to us that we can sell many items 
which we never carried before, naturally 
increasing our volume.”’ 


The photograph shows Mr. Lowes and 
his Mirro Display Stands. It also shows 


HARDWARE AGE 


play Stand 
FREE! 


The stand illustrated is absolutely FREE with 
a $98.00 selecticn of fast-selling Mirro articles, 
Dimensions at base, 2 ft. by 6 ft. Height, 4 ft. 
Mounted on casters. Adjustable shelves. Fin- 
ishes: mahogany, oak, gray. 


what fine display and effective selling 
assistance these stands are designed to 
give. 

Hundreds of dealers testify that the 
complete Mirro Display Stand selection, 
with the stand to sell it, is more than 
doubling their Mirro sales. Customers 
stop, look, and buy. Many profitable 
items which most dealers seldom_ stock 
turn out to be best sellers. 


This is a business-building plan. It ought 
to be working for you just as it is for 
others. Remember, the stand costs you 
nothing. And you lose by waiting! Write 
today. 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U.S. A. 
Makers of Everything in Aluminum 


CMIRRO 





The Finest Aluminum 
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prised us. As the majority of the shipments were 
direct from the factory, it saved us all the handling. 
Another thing I had noticed was that wire cloth 
would often come with short lengths ina roll. Instead 
of being 100 feet straight, there would be several 
pieces. This was not at all satisfactory to the retail 
merchant as it led to his having odd lengths in stock. 
I asked Mr. Fairbanks to send us wire cloth with one 
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“He was the first to méet visiting customers” 


piece only in a roll. He agreed to do this and this was 
a very strong selling point. 

After two or three years our sales on wire cloth were 
so large that we were one of the big factors in this 
business in the country. Every salesman I talked to, 
I impressed with the idea that if he wished to be 
popular with me, it was up to him to clean up the wire 
cloth trade on his territory. I did this every year with- 
out fail until I retired from the hardware business. 
It is a good plan when any one passes you a lemon just 
to add a little sugar and water and make a nice lemon- 
ade of it! 

As I have stated before, I took general charge of the 
sales of the company, A. L. Shapleigh took charge of 
the finances, accounts and credits and Mr. Yantis 
gradually worked into control of the buying. Taylor 
D. Kelly at first also bought part of our goods. He also 
handled our railway supply business but after a year 
or two he resigned his position with us. H. B. Gordon 
took charge of the house management, looked after 
the filling of orders and hired and directed house help. 
He also in the beginning took charge of our catalog 
department. He was a very hard worker and attended 
to these duties very efficiently. 


R. W. Shapleigh Knew Them All 


R. W. Shapleigh had his desk immediately at our 
front door. He was the first to meet visiting custom- 
ers and he also made and entered our selling prices in 
the catalog. Mr. Shapleigh was a very well posted 
hardware man. He had a very wide acquaintance in 
the trade and being of a very pleasant and genial 
nature, he was popular not only with our customers 
but also with our salesmen. Later his work developed 
along the lines of sales managing and as all of our 
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salesmen liked him, his work was effective and satis- 
factory. 

I am writing about this distribution of the duties of 
our various officers as it will be noticed that each one ~ 
of us devoted his time and attention to a different line 
of work. As a result there was much less friction and 
cross-firing among our head men than in many other 
wholesale houses. As I believe I have stated before, 
experience teaches that partners get along better to- 
gether when their training has been along different 
lines. Our organization therefore was particularly 
fortunate in this respect. 


Our New Catalog 


When we started selling, the need of a new catalog 
was immediately felt. We did not have any too much 
money as it was to handle our growing business. 
Nevertheless, we appropriated $50,000 for a new 
catalog. The building of this book was done in sec- 
tions, viz., first, sporting goods, then tools, house- 
furnishing goods, builders’ hardware, etc. As each 
section was finished, we published a departmental 
catalog and when all the departments were finished 
we finally had our complete catalog covering the entire 
line. 

In building this catalog, we did not work by the 
stock of goods we had on hand. We decided upon the 
stock we intended to carry. We studied other catalogs. 
We built up our catalog first and then we bought goods 
according to the catalog. I never heard of this being 
done by any other house but in passing, I wish to 
state it is the most satisfactory manner in which to 
build up a business. 

Every line of business having a great variety of 
goods should have a catalog. Great care and attention 
should be devoted to the compiling of this book. The 
catalog should be the key to the business and it should 
be exact. Nothing should be carried in stock unless 
it is in the catalog. 

The Simmons Hardware Company was exceedingly 
strong in their sporting goods department. We 


immediately decided to build up this department. We 


employed a number of special sporting goods salesmen. 
We did not even have the lines of goods with which to 
equip these salesmen with samples to take orders in 
sporting goods for future shipment. It is an amus- 
ing fact that we bought goods from our competitors 
to make up these lines of samples, but when the time 
rolled around to fill orders, we had our own goods and 
everything worked out smoothly. 


The Manufacturers Often Disappointed Us 


One of the mistakes we often made in those early 
days was to put on sales based on the promise of manu- 
facturers that they would ship goods promptly. We 
were frequently disappointed. We would sell the goods 
and when shipping time came, we would not have them. 
Then very frequently as we had to be careful in buy- 
ing, our salesmen would sell more goods than we had 
bought. This also led to “shorts.” Finally we passed 
an arbitrary rule that no sale was to be put on through 
our salesmen, no prices or selling literature were to be 
sent out until we had the goods in stock and enough 
goods to back up the sale. This rule was rigidly fol- 
lowed ‘but often it took a hard fight to hold our people 
down to it. There was always an inclination to work 
the “Hope Department’”—in other words—to be too 
optimistic about getting goods. 

Speaking of goods short reminds me of an interest- 





(Continued on page 142) 














July 3, 1924 HARDWARE AGE 107 


Og te gehen eeepersnenaer wean 
= 













“THREE QUESTIONS to 
the consumer, a minute 
demonstration with the Fault- 
less Demonstrator — and 
you've made a profitable sale! 


The snappy, three-color, metal 
counter demonstrator carries sam- 
ples, mounted on convenient han- 
dles for demonstration of Faultless 
Pivot-bearing Casters in three sizes 
and four popular kinds of wheels 
—felt, fibre, steel and lignum vitae. 


And the Faultless Caster Chart 
gives you the exact caster your 
customer needs in answer to three 
simple questions. No time wasted 
in dragging down casters from the 
shelves — no “writing off” your 
profits in merchandise spoiled from 
handling. 





Directions for Using 
NOELTING Caster Chart 


Ask customer the following quest tons: 
3. For what furniture de you want casters? 
2. Is it ight, medium er heavy weight? 
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These sales aids cost you nothing 
—they are given free with a small 
stock order of Faultless Pivot-bear- 
ing Casters. They make it possible 
to merchandise casters—at a profit! 
Ask your jobber or us. 





FAULTLESS CASTER COMPANY 
EVANSVILLE INDIANA 
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NOE SS- CASTERS 


Makers of Quality Casters for a Third of a Century 
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Are You a Conspirator? 
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<r A Brief Review of Some of the Troubles 
Recently Encountered by “The Sales Manager” 
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HAT do you know about the Federal Trade 

Commission? I had heard tell of it and I had 

seen its name in the papers occasionally but I 

never made its personal acquaintance until recently. 

I was summoned as a witness here in New York 

in one of its cases. I sat all morning and listened 

to the hearing. As near as I could gather, this was 
the case: 


How the Trouble Started 


A certain small jobber, for reasons of his own, de- 
cided to build up a mail order business in the drug 
line. He engaged space in a certain trade journal 
and proceeded forthwith to advertise a long line of 
well known drug articles at the exact manufacturers’ 
selling price to jobbers. He further agreed in his 
advertisement to deliver these goods by parcel post 
in any part of the United States without any charge. 

Then it seems a large wholesale drug house in New 
York sent out letters to about eighty manufacturers 
whose goods were offered to the retail trade on the 
above generous basis and asked them for a lower price 
so this wholesale house could meet this competition 
at a profit. 

One of these letters came to one of the manufac- 
turers whose goods were advertised at cost. This 
manufacturer, it seems, instead of using the tele- 
phone or calling in person on the manager of this 
trade paper, wrote him a letter. In that letter he 
inquired about the whys and wherefores of the said 
advertisement. 

This letter led to a call on this manufacturer by 
the manager of the trade journal. This manufac- 
turer naturally objected to having his goods adver- 
tised in a trade journal at cost. 

It also happened that this manufacturer had been 
for many years one of the leading advertisers in this 
trade journal. The manufacturer did not threaten 
the manager of the trade journal with the with- 
drawal of his advertising but I gathered from the 
evidence that it was not necessary for a house to fall 
on the manager of the trade journal in order for him 
to see the point of the interview. 

It later developed that the trade journal declined 
any further advertising from the generous small 
jobber who was willing to sell the goods at cost and, 
in addition, to deliver them all over the United States 
free of charge. 


Sovnoeee senate Hisnnnnansnonenecuersnannnenersvagee soneuvetens toenneneesnonnens 


conspiracy between each other in restraint of trade. 

In the little room I counted an average of atten- 
dance of about twenty persons—lawyers, manufac- 
turers, jobbers, et al. I estimated that if each gentle- 
man present was earning $25 per day, this investiga- 
tion was costing somebody just $500 per day. 

It also developed upon inquiry that high-priced 
court stenographers were engaged to take down the 
proceedings. To receive copies of these proceedings, 
each of the alleged conspirators was expected to pay 
the costs of the court stenographers. This cost was 
figured at so much per page of evidence. In addition, 
each alleged conspirator had the privilege of engaging 
his own lawyer at his own expense to defend him. 
It struck me from every angle as if somebody was 
booked to pay some very heavy expenses, whether he 
was guilty of conspiracy or not. 

It also developed that those who were charged with 
conspiracy were not to be informed who was bringing 
the charge against them. This secret was the ex- 
clusive property of the Federal Trade Commission. 
You see, the Federal Trade Commission explained, it 
was not necessary for the defendants to know who 
brought the charges because they, the Federal Trade 
Commission, represented the people of the United 
States and all charges were brought in the name of 
the people. 


Reminiscent of Venice 


I could not help thinking, as I tilted my hard wooden 
chair backward against the wall and as I smoked my 
cigar, waiting my turn to give my evidence, how much 
these proceedings were like those in the palmy days 
of Venice when, in the wall of the Doges’ Palace 
there was a lion’s head with a large open mouth. If 
you desired to give the state any damaging informa- 
tion against any of your fellow citizens, all you had to 
do was to write up your indictment and place it in 
the mouth of this lion. The Executive Committee of 
Venice did the rest. I have stood and meditated in front 
of that lion’s head. I thought of those benighted and 
uncivilized days when a citizen could be attacked in the 
dark. I thanked my stars that I lived in a happier 
and a more enlightened age. Then I took a gondola 
and was paddled around to the back of the Doges’ 
Court of Justice, where, in a narrow canal, the gon- 
dola paused while I looked up at the Bridge of Sighs. 

I myself sighed several sighs in 








So far, so good, but now, in the “"" 
fullness of time, it comes to pass ; 

that said wholesale house that wrote 
the eighty letters and said journal- 
ist and said manufacturers are all 
haled to appear at their own ex- 
pense before the Federal Trade 
Commission to answer a charge of 





Mary had a little phone 

That worked for her all day. 
Mary never wrote a line 
When she went out to play! 


memory of those poor, helpless dev- 
ils who were dragged across that 
Bridge of Sighs to execution or im- 
prisonment. “But,” I thought, “that 
was the Middle Ages when they did 
not know much about all the ad- 
vantages of liberty.” 
(Continued on page 150) 


—S. M. 
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The dealer who handles the 
complete line of Truscon 
Products has a big advan- 
tage over competitors. 
Truscon Advertising links 
the dealer’s store to con- 
sumer demand. 





~ Will You, Too, 
Profit by the Demand for 
Better Home Construction? 


Letters like the above are typical of the success which 
dealers are having in handling Truscon Home Build- 
ing Products. The complete line includes: Standard 
Truscon Copper Steel Basement Casements, Basement Windows, Metal Lath, Corner 
ee ee Bead, Channels, Standard Lintels, Steel Doors, Rein- 
forcing Steel, Steel Joists, etc. One shipment covers 
all your needs, saving expense and time. Truscon 
Home Building Products are being advertised in lead- 
ing magazines to home owners, contractors and archi- 
tects. The demand is waiting for you. 


Write for profit-making Truscon dealer plan. 


Truscon Hy-Rib Metal Lath, TRUSCON STEEL COMPANY, Youncstown, Onto 


Warehouses and Offices to Serve Dealers from Pacific to Atlantic 
For Addresses see phone books of principal cities 
Canada: Walkervilie, Ont. Foreign Division: New York 


USCON 


BUILDING 
PRODUCTS 





















Truscon Metal Corner Bead. 
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Truscon Copper 
Steel Casement 
Windows — in Truscon Copper Steel Standard 
three sizes. Lintel. 
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Chidiies A. Haines New President of 
N. E. [ron and Hardware Ass’n 


Charles A. Haines, Dodge-Haley Co., 
Boston, was elected president of the 
New England Iron and Hardware As- 
sociation at the annual meeting held 
Tuesday evening, June 24, at Young’s 
Hotel, Boston. Mr. Haines succeeds 
Myron B. Damon, Fitchburg Hardware 
Co., Fitchburg, Mass., who served two 
terms. 

E. R. Brayton, Belcher & Loomis 
Hardware Co., Providence, R. I., was 
made vice-president to succeed Mr. 
Haines. George J. Mulhall, manager 
and heretofore assistant treasurer, was 
made treasurer to succeed Charles H. 
Breck, Joseph Breck & Sons Corpora- 
tion, Boston, who, because of his ad- 
vanced age, has been obliged to relin- 
quish many of his activities. 

Directors elected for the ensuing 
year are: Charles A. Adams, John B. 
Varick & Co., Manchester, N. ms ©. 
D. Alexander, Emery-Whitehouse Co., 
Portland, Me.; R. M. Boutwell, Stand- 
ard Horseshoe Co., Boston; William H. 
Bowe, Herrick Co., Boston; F. Mar- 
sena Butts, Butts & Ordway Co., Bos- 
ton; E. R. Brayton, Belcher & Loomis 
Hardware Co., Providence, R. I. 
Franklin E. Bragg, N. H. Bragg & 
Sons, Bangor, Me.; Frank F. Chase, 
Chase, Parker & Co., Boston; G. M. 
Congdon, Congdon - Carpenter Co., 
Providence, R. I.; M. D. Damon, Fitch- 
burg Hardware Co., Fitchburg Mass.; 
Clarence C. Dodge, George F. Blake 
Mfg. Co., Cambridge, Mass.; George 
M. Gray, Peter Gray & Son, Inc., 





Cambridge, Mass.; Charles A. Haines, 
Dodge-Haley Co., Boston; Charles W. 
Henderson, Arthur C. Harvey Co., 
Allston, Boston, and Robert H. San- 
derson, E. P. Sanderson Co., Cam- 
bridge, Mass. 

Mr. Haines enjoys the distinction 
of being one of the charter members 
of the association, as well as being as- 
sociated with one wholesale hardware 
house over an unusually long period 
of years, his connection with the Dodge- 
Haley Co. extending back fifty-three 
years. 

At the meeting a testimonial to the 
niemory of the late Austin H. Decatur, 
Decatur & Hopkins Co., Boston, was 
read into the records of the associa- 
tion. The report of the membership 
committee disclosed a slight loss in 
membership during the past year. The 
report of the credit committee showed 
that 65 to 70 per cent of the claims 
submitted for collection to the Bureau 
of Credits were collected. Virtually 
every jobbing house in the New En- 
gland hardware field is a member of 
the association, as well as numerous 
manufacturing concerns. 

Other reports submitted intimated 
the jobbing hardware business during 
the first four months of this year were 
satisfactory, with bookings well in ex- 
cess of those for the corresponding 
month last year. In May there was a 
sharp downward swing in the business 
curve, and so far this month the re- 
covery has been slow. 





Brock Snyder Opens 
U.S. Branch 


The Brock Snyder Mfg. Co., manu- 
facturer of electric products, Grimsby, 
Ont., has recently opened a_ branch 
factory at Lewiston, N. Y., where its 
Besco Electric Irons and the Besco 
Universal Elements will be exclusively 
produced 


Leyse Aluminum Co. 
Appoints Foreign Agents 


The Leyse Aluminum Co., manufac- 
turer of aluminum ware, Kewaunee, 
Wis., has recently completed arrange- 
ments with C. K. Turner & Son, 116 
Broad Street, New York City, to act 
as its representative in the sale of 
“Advance” aluminum ware in foreign 
markets. 


Gisholt Machine Co. Takes 
Millholland Machine Co. 


Gisholt Machine Co., engineer and 
manufacturer, Madison, Wis., has re- 
cently purchased the business of the 





Millholland Machine Co., Indianapolis, 
Ind., which recently liquidated. 

The purchase includes the ,stock of 
finished machines, the parts in process, 
good - will, trademarks, patents, pat- 
terns, drawings, jigs, tools, fixtures, etc. 
The manufacture and sale of Millhol- 
land machines will be continued. 





A Correction 


HARDWARE AGE in its issue of June 5 
published a number of _ personnel 
changes made by the Belknap Hard- 
ware & Mfg. Co., Louisville, Ky. In- 
formation regarding these changes was 
not complete at that time, so the fol- 
lowing corrected announcemert is in 
order: Harry S. Perkins, managing 
buyer and senior vice-president, and 
Richard I. James, assistant managing 
buyer and vice-president, actively cor- 
tinue in their respective offices, Mr. 
Perkins occupying the position of senior 
vice-president and Mr. James following 
him on the list. The only changes of 
note in the organization of the com- 
pany, in addition to the promotions 
made, are the retirement of John W. 
Price from the office of first vice-presi- 
dent and the addition of T. E. Hereford 
to the board of directors. 


Reading matter centinued on page 112 





Exposition of Inventions 
to Be Held in New York 


An exposition of inventions show- 
ing the development of various ma- 
chines, utilities and processing methods 
is to be held December 8-13 inclusive 
in the Engineering Societies’ Building, 
New York City, under the auspices 
of the American Institute of the City 
of New York, which is_ handling the 
display through its Inventors’ Section. 

In this display of American inven- 
tions the American Institute will be 
continuing with a new emphasis almost 
a century’s encouragement of inventors 
and introduction of their works to the 
public. Among inventions now used 
throughout the world that were first 
displayed to the public at earlier All- 
American fairs of the institute are the 
Morse telegraph, the Hoe lightening 
printing press, the McCormick reaper, 
the Howe sewing machine, the Bell 
telephone, the Colt revolver, the Francis 
metallic life boat, and many others. 





P. H. Brown Sales Manager 
Rauland Mfg. Co. 


Paul H. Brown has recently been 
appointed sales manager of the Rau- 
land Mfg. Co., manufacturer of “All- 
American” products, Chicago. Mr. 
Brown has had wide experience in the 
distribution and sale of radio appara- 
tus. 





Emery Hardware Co. 
Reorganized 


The Emery Hardware Co. has re- 
cently been incorporated with a capital 
of $100,000 to take over the business of 
the Emery Hardware Co. and the 
partnership, consisting of Lewis 
Emery, Jr., and others in Bradford, 
Pa. This business was established for 
forty-eight years in the same location. 

The officers of the new company are: 
Lewis Emery, Jr., president; Earl C. 
Emery, vice-president; Frank Mappes, 
vice-president and general manager, 
and C. E. McCafferty, secretary and 
treasurer. The capital is all paid in. 





P. R. Roberts Joins 
Du Pont Sale Force 


P. R. Roberts has joined the sales 
organization of the Paint & Varnish 
Division of E. I. du Pont de Nemours 

o., Ine., as special representative 
in the Philadelphia district. 





Cole’s Furnace Co. Incorporates 


Cole’s Hot Blast Furnace Co., 1608 
Glenarm Place, Denver, Colo., has re- 
cently been incorporated under the 
laws of Colorado for $10,000. The 
company will sell at retail ranges, 
stoves and furnaces. 
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To our 
Jobber 


friends 


We are going to edu- 
cate the dealer as 
to the differences in 
Sprayers. Our policy 
of jobber distribution 
has always been a 
fixed policy and our 
service has won us 
splendid connections. 
We realize the diffi- 
culty of working out 
a real plan that will 
actually increase the 
jobber’s business, but 
we really have a plan 
so simple you could 
easily cooperate. Drop 
us a line—see what 
you think of it. 
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You can’t dent a 
LOWELL SPRAYER 
with your thumbs 
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107 lb. base tinned. 
2. Guaranteed against leakage. 


A few years ago a 
sprayer was just a sprayer 


Just a piece of tin, fabricated into 
shape and form, with a plunger, some 
solder, labor and “here you are.” 


In our early years, we made “just 
sprayers.” But we woke up some time 
back and decided that we would make 
better sprayers and commenced to 
study how to do it. 


Two things we found needed improve- 
ment. We could take the ordinary 
sprayer between our thumbs and dent 
it easily so the plunger wouldn’t work. 
Secondly—we found that 10 to 15% of 
all sprayers after sale—leaked. 


Those things we stopped. “You can’t 
dent a Lowell Sprayer with your 
thumbs” and a Lowell Sprayer is 
double-tested and don’t leak. So 
Lowell became a standard of quality 
with the jobber and insecticide manu- 
facturer and our business each year is 
greater. 


We've made Lowell mean “better 
sprayers” and now you know why. 
Every one labeled—ask your jobber 
for “Lowells.” 


LOWELL SPECIALTY COMPANY 


Largest manufacturers of sprayers in the world 


LOWELL, MICHIGAN 
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A. M. Gatch Now With 
Wooster Brush Co. 


Albert M. Gatch, for many years 
connected with the Bromwell Brush & 
Wire Goods Co., has resigned his posi- 


Albert B. Gatch 


tion with that firm and will be a mem- 
ber of the sales organization of the 
Wooster Brush Co., Wooster, Ohio. 


Greenville Stores to Close 
Wednesdays 


At the regular meeting of the Green- 
ville Hardware Merchants’ Associa- 
tion, Jersey City, N. J., it was resolved 
that all member stores will close on 
Wednesdays at 1 p. m. during the 
months of July and August. 





Obituary 


Walter H. Adams 


Walter H. Adams, for forty-five 
years associated with H. W. Whitte- 
more, 89 Pearl Street, Boston, fishing 
tackle, died at his home in Newton 
Highlands, Mass., on Saturday, June 21. 
Mr. Adams was born in Dorchester, 
Boston, in 1863. As a boy he entered 
the fishing tackle business with Brad- 
ford & Anthony, Washington Street, 
Boston, and after several years went 
into business with Mr. Whittemore. 


R. H. Suettinger 


R. H. Suettinger, head of the general 
hardware business bearing his name at 
Two Rivers, Wis., died recently of 
apoplexy. Mr. Suettinger was born in 
Two Rivers sixty-six years ago. 

The Suettinger hardware business, 
which was established by Mr. Suettin- 
ger’s father, is one of the oldest busi- 
ness establishments in the city. Since 
the death of his father, about forty 
years ago, the business was conducted 
by Mr. Suettinger, who was a conserva- 
tive and successful business man. 


Continental Co. Now 
Continental Screen Co. 


As we go to press we learn that The 
Continental Co., 1249 Washington 
Boulevard, Detroit, Mich., has changed 
its name and will be known in the fu- 
ture as the Continental Screen Co. 





dent; John G. Zummach, secretary- 
treasurer; Siegmund Mandl, vice-presi- 
dent and chief engineer. 


Toy Cannon Works 
Changes Name 


The Conestoga Corporation, Bethle- 
hem, Pa., has recently been formed to 
succeed the Toy Cannon Works, manu- 
facturers of Bing-Bang safety cannon, 
pistols, etc. 

The authorized capital of the Cones- 
toga Corporation is $350,000, no part 
of which .is being offered for public 
subscription. The executive personnel 
remains unchanged. A number of new 
and entirely original products are in 
the course of production. 


A. F. Stoeger to Represent 
Foreign Arms Firms 


The firm of A. F. Stoeger, 224 East 
Forty-second Street, New York City, 
has been appointed sole U. S. distribu- 
tor for original Mauser rifles, Mauser 
automatic pistols and ammunition as 
well as the new Luger . (Parabellum) 
pistols and ammunition, Rheinmetall 
automatic 16 gage shot guns, Merkel 
three barreled guns, as well as the 
“Over and Under” guns and Merkel 
shot guns of all descriptions, as well as 
the D. W. M. Ammunition Works, mak- 
ing such types of ammunition as Mann- 
licher, Mauser, etc., and other foreign 
ammunition not obtainable elsewhere. 

This firm also handles the Gallus im- 
ported Spanish revolvers and the Suhl 
small calibre rifles, shot guns and 
“Over and Under” guns. 
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The live hardware 
dealer says: 


BOSTON 
WOVEN HOSE & 
RUBBER CO. 
Cambridge, Mass. 


Makers of these famous 
brands of Garden Hose 
BULL DOG, 
GOOD LUCK 
and MILO 
Also 
Good Luck Jar Rings 
Good Luck Hose Washers 
Bull Dog Friction Tape 
































“Sure I keep ’em! 


‘‘A customer asked me if I had ‘those 
GOOD LUCK rings with the little ears’ 
which are such a help when it comes time 
to open the fruit. 


“IT keep this type of GOOD LUCK ring 


and find that many of my customers like 
them. 


“*Some folks claim that the ears tear off. 
Others say it takes a pair of pliers and a 
monkey wrench to get hold of the ears 
anyway, but my customers testify that 
GOOD LUCK Double Lips are strong 
enough to break the seal and large enough 
to get hold of easily.’’ 
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Rural Free Delivery Mail Service 


Shows Big Annual Deficit 


Taxpayers Must Make Up Annual Loss of Many Millions 
—Federal Trade Commission’s Policy Is Scored 


by Business Men 


By W. L. CROUNSE 

















(WASHINGTON, D. C., June 30, 1924) 


‘Dvee Congress at the new session 
beginning in December _ will 
promptly pass a bill increasing 
postal salaries and provide for the 
greater part of the increased expendi- 
ture by boosting parcel post rates is 
now a foregone conclusion. President 
Coolidge’s veto of the postal salaries 
increase bill passed by both houses at 
the recent session came too late to en- 
able either house to act upon it, but 
since the adjournment the policy of the 
House leaders has been outlined in a 
carefully prepared statement just is- 
sued by Representative Kelly of Penn- 
sylvania, one of the strongest advo- 
cates of higher compensation for postal 
employees. 

An interesting feature of Mr. Kelly’s 
-statement is the disclosure of some sur- 
prising facts with regard to the cost 
of operating the rural free delivery ser- 
vice as compared with the revenue 
therefrom. These figures, which are 
prepared on an extremely conservative 
basis, indicate that the general taxpay- 
ers of the country are saddled with a 
heavy burden in the way of general 
taxes to make up for the big rural free 
delivery service deficit. 


Only Count of Rural Mail 


According te Mr. Kelly, the Post Of- 
fice Department in July, 1920, counted 
every piece of mail on all the rural free 
delivery routes in the United States. 
This was the only time such an attempt 
has ever been made to accurately gage 
the mail matter sent to and by the 
farmers of America. 

During the month referred to there 
were delivered 8,534,643 pieces of par- 
cel post matter to patrons of rural 
routes and 1,292,837 pieces collected 
from them, a total of 9,827,480. Ex- 
tended for the year this would mean 
thet approximately 117,900,000 pieces 
of parcel post matter was received and 
sent by the patrons of all these routes. 

The Postmaster General’s report for 
1920 stated that “the total number of 
pieces of parcel post mail handled dur- 
ing the past fiscal year is estimated 
to have exceeded 2,250,000,000.” Based 
on these fiugres, the only ones avail- 
able, Mr. Kelly points out that the 


farmers of this country receive and send 
only 5 per cent of the number of the 
parcel post packages handled in the 
United States mails. 


Farmers Pay 8 Per Cent of Parcel Post 


The total postage received by the 
Post Office Department in July, 1920, 
from parcel post mail delivered on rural 
free delivery routes was $905,110, while 
the postage from parcels collected was 
$112,135, a total of $1,027,245. Ex- 
tended for the year this would mean 
annual revenues from the parcel post 
mail received and sent by farmers 
amounting to $12,326,951. 

The Postmaster General’s report for 
1920, however, estimated the total post- 
age from parcel post at $150,000,000 in 
round figures. Based on these statis- 
tice, the only ones available. Mr. Kelly 
asserts that the patrons of all the rural 
free delivery routes pay but 8 per cent 
of the postage received from parcel 
post matter. 

The total postage received from all 
classes of mail collected and delivered 
on all rural free delivery routes in 
July, 1920, was $4,291,860, or at the 
rate of $51,502,330 per annum. The 
appropriation by Congress for’ the ex- 
penses of the rural free delivery routes 
alone for the fiscal year 1920 was $68,- 
800,000, so that crediting all the post- 
age on all mail sent to these patrons as 
well as all postage on all mail sent by 
them there remains a deficit for the 
rural free delivery service of approxi- 
mately $17,300,000 


Kelly’s Figures Conservative 


Obviously Mr. Kelly’s figures would 
be much more startling if he did not 
credit the rural routes with the postage 
on all the mail matter sent to the farm- 
ers as well as that sent by them. The 
usual practice of postal statisticians is 
to credit the postage on all mail mat- 
ter to the office of origin and post- 
masters’ salaries are fixed and read- 
justed on this basis. 

Inasmuch as the mail matter origi- 
nating on rural routes amounted to less 
than one-seventh of that received 
thereon it would appear that if the 
usual method of allocating postal col- 
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lections were followed in this case the 
rural service would be credited with 
but a little more than $7,000,000, leav- 
ing a colossal annual deficit exceeding 
$60,000,000 to be met by the general 
taxpayers. 

In declaring that Congress will not 
wait longer for the Post Office Depart- 
ment to ascertain the cost of handling 
the mails before revising postal sal- 
aries upward, Mr. Kelly says: 

“We believe that the first essential 
in the postal service is to assure a liv- 
ing wage to postal workers. With that 
established we may easily decide upon 
the proper adjustments to be made in 
rates. 

“To argue that wages of workers 
who make an essential service possible 
should be kept at an inadequate level 
because the Post Office Department 
does not know the cost of its own op- 
eration is unjust. The department has 
had 134 years to secure that essential 
information, and its neglect of business 
principles is no reason for refusing a 
square deal to faithful and efficient 
workers.” 


Van Fleet Starts Something 


That Federal Trade Commissioner 
Van Fleet started something that can- 
not easily be stopped when he re- 
cently demanded that the Commission 
should negotiate with reputable con- 
cerns for the discontinuance of alleged 
unfair practices before publishing for- 
mal complaints against them has now 
become clearly apparent. Mr. Van 
Fleet’s dissenting opinion in the Mal- 
linson case, the substance of which I 
presented in this correspondence a few 
weeks ago, has been reproduced in 
newspapers and magazines throughout 
the length and breadth of the land and 
has evoked much favorable comment. 

The interesting fact has now come 
to light that Commissioner Van Fleet 
has the ardent support of his colleague, 
Commissioner Gaskill; in fact that Mr. 
Gaskill was the first member of the 
Commission to protest against the is- 
suance of formal complaints without 
any effort on the part of the Commis- 
sion to secure by negotiation the abate- 





(Continued on page 152) 
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SMALL TOOL 
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New, convenient, pocket size, 416 pages. a new convenient feature 

— Cc wi this 
New Tools. New Cutters. It’s the re- new pocket size—handy 
° ° e for pocket or in the tool 
liable buying guide every tool user really chest. 


wants. Copy sent on request. 


BROWN & SHARPE MFG. CO. 
Providence, R. I., U. S. A. 
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don't Cul “Your Own Salary 


Y first experience in price cutting came when 

I was about twelve years old. There was a 

big reception on in the home town, and two 
of “us kids” had formed a partnership and organized 
a lemonade business. We rented a choice stand on 
the main street, borrowed the capital for lemons, 
sugar and ice, and were on the job before the “old 
Vets” had their buttons polished. It turned out to 
be a fairly cool day. Business was slow. Thirsty 
customers were scarce, and there were few repeat 
orders. 

The heads of the business developed “cold feet,” and 
cut the price from five cents to two for a nickel. Then 
we dropped to a penny a glass. Business picked up a 
little, and finally we disposed of the stock. Then we 
started to settle up. Sad to relate the assets failed 
to match up with liabilities. We couldn’t pay the 
expense bills, and there were no profits to divide. 
We had worked like Trojans on a holiday, and had 
nothing but debts to show for it. It is a matter 
of history that two disappointed kids sawed wood on 
three perfectly good Saturday afternoons to pay off 
their debts. 

Now we had a perfect right to cut prices. It was 
our business and our stock. We had the bills to pay. 
Nevertheless, the memory of that experience still 
haunts me. | 

An incident happened a few days ago which brought 
it again to my mind. I was standing near the counter 
of a retail store where a salesman was trying to sell 
a rake. The price was $1.50, and the customer began 
to hedge. Did the salesman disarm him with a 
presentation of value? He did not. Instead he said 
confidentially: “Well, it is kind of high. Tell you 
what I'll do. You’re a good customer, I'll make it a 
dollar and a quarter.” The man walked out with 
his purchase, but that clerk did not sell him a rake. 
He only sold him a cut price. In addition he gave 
him the merchant’s profit and a part of his own salary. 

That rake cost the dealer $1. The clerk sold it for 
$1.25. The merchant’s cost of doing business was 21 
per cent of the selling price. Now 21 per cent of $1.25 
is approximately 26 cents. Subtract 26 cents from $1.25 


and you have 99 cents. Instead of a profit there was 
an actual loss of one cent. That salesman did about 
the most foolish thing any salesman can do. Unless 
he had been given definite authority, he had no legal 
or moral right to change the established price. The 
rake did not belong to him, but to his employer, who 
had marked it to cover the cost and a profit. The 
salesman’s own salary and that of the other employees 
was in the legitimate margin covered by the original 
selling price. He was actually cutting his own salary. 

If he had been given authority to use his own dis- 
cretion in the matter of prices, then my advice to 
him is to hunt another job. He is not working in a 
safe place. There is no future ahead of him. Sooner 
or later the man he works for is sure to fail and 
leave him out of a job. 


If he hadn’t been given authority to change prices 
then he is nothing more than a common thief. He 
has deliberately stolen from the hoss and his fellow 
workers. The fact that he gained nothing from the 
transaction does not lessen his guilt. It only adds 
foolishness to his crime. 

Every man in a retail store is entitled to the same 
selling prices. I would not work for a merchant who 
personally cut the price I was allowed to make, unless 
the article in question was damaged, or the price he 
made was established as a new regular selling price. 


Neither would I work in a store where any salesman 
was allowed to change the established prices at his 
own discretion. It undermines confidence and pulls 
down reputations. 

It is well to remember also that a confidential price 
to a customer is never kept secret. The recipient is 
sure to tell his friends and to gloat over his bargain. 
Sooner or later that confidential price comes back to 
steal more salaries and more profits. If any one has 
to cut your salary, let the Boss do it. 


etl 
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your inspection ? 


Does it show you the myriad of losses 
which drain your bank account through 
errors in figures and in judgment of em- 
ployees, neglect, lack of understanding and 
carelessness? 


The McCaskey Credit System gives you a 
clear picture of every business detail. It stops 
these losses instantly and permanently. It 
provides short cut methods in your record 
keeping, substituting one writing where you 
now use two or three. It puts back into your 
business hundreds of dollars now outstanding 
in uncollected and doubtful accounts. It 
eliminates excuse for non-payment of bills. 
It prevents over extension of credit. 








Galt, Canada 
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Business oR 


Is your picture of your business indistinct, or does it clear- 
ly show the details with every business activity laid bare for 


The McCaskey Register Company 
Alliance, Ohio. 


Key 


117 






Gy 
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It does away entirely with the daybook and 
ledger, substituting a much simpler method 
which eliminates all re-copying from order 
slips to daybook and ledger, all work and cost 
in writing and mailing statements, all confu- 
sion, errors and omissions. 


It gives you a clear day by day, month by 
month and year by year picture of every busi- 
ness activity. 


Investigate the McCaskey System now. It 
costs you nothing to get the facts. Its price is 
attractive—the terms reasonable. Mail that 
coupon. Let us prove to you the money and 
effort it will save you. 





The McCaskey Register Co., 
Alliance, Ohio. 


Please forward information 
and description of the Mc- 
Caskey Credit System. 


Watford, England 
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General Market News 





Seasonal Sales Increasing as 
Weather Grows Warmer 


—Future Looks Good 


ALES of seasonal merchandise have increased consider- 
ably during the past week of warm weather and retailers 
report that such lines are being well taken care of by consum- 


ers. 
general lines as well. 
as it was a year ago, although 
might be. 


There seems to be an improvement in shelf hardware in 
Buying of futures is not as far advanced 


stocks are not as high as they 


A number of price changes have been announced by jobbers 
during the past week and these are largely in the nature of 


reductions. 


Such changes as have taken place are, however, 


on smaller lines. The trade seems to be viewing the future with 
a decided increase of optimism and it is the consensus of opin- 
ion that business will speed up considerably once the political 


situation becomes more settled. 





Chicago Sales Improve 


Sentiment in the Chicago district im- 
proves as the season advances. Sales 
are increasing and although they are 
confined to small quantities there is 
every indication that they will grow. 
Buying of futures is not up to last 
year’s standard, as dealers are not an- 
ticipating their wants as far ahead as 
they usually do. 

The recent rains have made a season- 
able demand for lawn mowers, while 
there has been a curtailment in the 
sales of garden hose. Local jobbers 
have revised prices on galvanized cat- 
tle or hog wire. There has been a re- 
duction made of $4 per ton on roofing 
paper; white lead declined 50 cents per 
100 lb.; copper rivets and burrs declined 
10 per cent. 





Wire Nails Reduced 
in New York 


During the past week the price of 
wire nails was reduced by certain of 
the jobbers in the New York whole- 
sale market from $4 base, per keg, to 
$3.75. At present extensive price re- 
adjustments are being made by some 
of the jobbers. These, for the most 
part are of a minor nature, designed 
to meet local competition, and affect a 
wide range of merchandise. 

Generally speaking, business con- 
tinues to improve, and a satisfactory 
volume of sales are reported on cer- 
tain seasonal items and also on gen- 
eral and shelf hardware. Continued 
interest is also apparent in the de- 
mand for wire products. Collections 


are reported as being satisfactory. 





New England Mill Towns 
Report Better Business 


Conditions in the industrial towns 
and cities of New England have im- 
proved considerably and optimism is on 
the increase. Jobbers’ stocks are low 
and the great majority of price changes 
are of a moderate nature. 

Virtually all of the most important 
price changes reported the past week 
were on the down side. Automobile 
tires have, in some instances, dropped 
10 to 15 per cent; tubes (gray), 5 to 10 
per cent; iron and steel, 15 cents to 40 
cents per 100 lb., mostly 15 cents; gal- 
vanized roofing nails, %-in. ‘head, 40 
cents a keg; and at least one make of 
sash cord 2 cents per lb. 





Demand for Wire Products 
Increases in Pittsburgh 


Hardware jobbers in the Pittsburgh 
district report an improvement in buy- 
ing due no doubt to the warmer weather 
which has been experienced during the 
past week. Buying, however, is large- 
ly on a hand to mouth basis and manu- 
facturers and jobbers are carrying the 
stocks. Lighter lines in the steel in- 
dustry, such as sheets, hoops, bands and 
wire products, have improved some- 
what, but there has been no great 
change in the demand for the heavier 
products. Production is still in the 
neighborhood of 40 to 45 per cent of 
capacity. With the prospect of improv- 
ing weather jobbers generally are tak- 
ing a more optimistic outlook regard- 
ing future sales. 


4 


| 337,045 








4,321,121 Autos in 1924 
An output of 4,321,121 passenger 


cars and trucks during 1924 is indi- 
cated by figures recently issued by 
the Department of Commerce cover- 
ing the first five months of the year. 
This production will be an increase of 
263,882 over 1923. 

The output since Jan. 1 amounts 
to 1,588,567 passenger cars and 163,710 
trucks, compared with 1,493,514 and 
159,004 respectively during the same 
period of 1922. 

In May 312,813 cars and trucks were 
manufactured. This compares. with 
in April and 348,356 last 
March. Production in May, a year 
ago, amounted to 394,190. 





| Good City Sales in Cincinnati 


General conditions in the Cincinnati 
district are good. City trade is excel- 
lent, while country trade is normal. 
Indications point to better business all 
along the line. 

Most of the price changes were made 
by jobbers for the purpose of moving 
surplus stocks or to encourage buying 
of seasonable goods, which were being 
held up by adverse weather. All changes 
were in the nature of reductions. Auto- 
mobile tires are down about 10 per cent; 
bale ties, 5 cents per bundle; iron and 
steel products, $2 to $4 per ton; nails, 
5 cents per keg; linseed oil, 2 cents per 
gal.; lead, % cent per lb.; sash weights, 
$6 per ton, and steel sheets, $2 per ton. 
Some jobbers have reduced screen doors 
and windows 5 per cent. 





Gasoline Drops 2 Cents 


Despite the announcement by the 
Western Petroleum Refiners’ Associa- 
tion that no drop in prices was in 
view, gasoline prices have been re- 
duced 2 cents in various parts of the 
country. 

The reductions in prices were made 
by Standard Oil of Kentucky, which 
cut quotations 2 cents a gallon; in 
Columbus, Ohio, gasoline was cut 1 
cent a gallon; the price throughout 
Georgia was cut 2 cents a gallon. 
Standard Oil of Kentucky cut is ef- 
fective in Georgia, Alabama, Missis- 
sippi, Florida and Kentucky. 





No Changes in Twin Cities 


Market conditions continue quiet. 
There have been no price changes of 
note. Prices in general are being 
shaded for any large orders. There 
has been a slight advance in guaran- 
teed half and half solder, which is now 





quoted at 31 cents per lb. 
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Thie symbol 
of quality is 
your protection 





At $35 


Radiola III. Two Radiotrons 
WD-11. Head telephones. In 
brief, everything except the 
dry batteries and the an- 
tenna. 


You Can Add 


Radiola Loudspeaker 
<< pk ok aes . $36.50 


Radiola Balanced Amplifier 
(push-pull) to get long dis- 
tances with a loudspeaker. 
Including two omen 


Or Buy Com plete 


RADIOLA III-A, the ampli- 
fier combined with Radiola 
III in one cabinet with four 
;Radiotrons WD-11, head tele- 
-phones and Radiola Loud- 
IES ov -caxcattn ad Oh Gok $100 


‘Operates on Dry Batteries 





_ Dealers: 

There are many Radiolas at many 
prices. Send for the free booklet 
, that describes them all. 


The new two-tube Radiola III at $35 is getting bigger distances 
than promised. And it’s making bigger sales than ever hoped for. 
With the amplifier, the four tubes, headphones and loud- 
speaker all included at $100, it is the farmer’s biggest hundred 
dollars’ worth in radio. 

The farmer wants distance even more thah the city man. With 
the Radiola III-A, he gets it. He knows value—and knows he 
gets that, too. 

Only necessary to pass the word around among the farmers to 
start the rush. The demand was too big for production at first. 
But production is at full speed now, and the demand continues. 
The advertising is continuing steadily and forcefully. And the 
business is yours to gather. Stock up and go after it. 


* There's a Radiola for every purse” 


Radio Corporation of America 


Sales Offices: 
233 Broadway, New York. 10 So. LaSalle St., Chicago, Ill. 433 California St., San Francisco, Cal. 


Radiola 


REG U.S. PAT OFF 
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Trade Sentiment lmproves in Chicago 


—Sales Slowly Gaining Headway 


(Chicago office of HARDWARE AGE) 
is slightly better 


the season advances, there 
feeling throughout trade circles. 


A 


tories at top prices. 


The Fisk Tire Company has reduced prices on tires, 
The decrease in automo- 
bile production has caused less demand for tires, and it is 
understood that the tire companies are making this con- 
cession in price in order to move stocks on hand. 


varying from 10 to 15 per cent. 


AUTOMOBILE ACCESSORIES.—As 
the touring season is now on a great 
improvement is noted in the sale of 
automobile accessories. 


We uate from jobbers’ 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
Regular, 58c. each; Champion X, 45c. 
each; lots of 100, 4lc. each; Champion 
Blue Box line, 53c. each; A. C. Titan, 
58c. each; lots of 100, 56c. each; A. C. 
Special Ford, 44c. each. 

Spot Lights.—Anderson, No. 3280, 
$6.50 each; Stewart, $5.67 each. 

Horns.—E. A. Electric (Ford), $4 


each. 

Jacks.—Reliable Jacks, No. 46, $2.50 
each; in lots of 10, $2.25 h; Sim- 
plex, No. 36, $1.80 each; Ajax, No. 6, 
90c. each; National Standard, No. 21, 
$1.20 each. 

Pumps.—Rose 1%-in. cylinder, $1.55 
each. 

Chains.—Non-skid, dozen pair lois, 
33% per cent discount; 50 pair lots, 
40 per cent discount. 

Tires and Tubes.—30 x 3% non-skid 
fabric, $8.65 each; cord, $11.60 each; 
gray inner tubes, 30 x 3%, $1.30 each; 
red inner tubes, 30 x 3%, $1.80 each. 


AXES.—No price changes rumored; 
demand will be light until fall. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4-Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15 to $22 per doz., according to qual- 
ity and grade of handle. 


BASEBALL GOODS. — Sales have 
shown improvement during the week. 


BOLTS AND NUTS.—Sales normal; 
prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage Its, cut 
thread, 50-5 per cent discount; small 
carriage bolts, rolled thread, 50-10-5 
per cent discount; machine bolts, cut 
thread, 50-10-5 per cent discount; 
small machine bolts, rolled thread, 
60-5 per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60-5 per cent discount. 


BUILDERS’ HARDWARE. — Butt 
manufacturers have reaffirmed prices. 
There continues to be a good, steady 
demand for builders’ hardware, and 
while the manufacturers have not the 
orders booked that they had a year ago, 
the current orders being placed are 
very satisfactory. 


We quote from jobbers’ 
f.o.b. Chicago: 3%x3% steel butts, old 
copper and dull brass finish, $3.66 per 
doz. pair; 4x4 steel butts, old copper 
and dull brass finish, $4.92 per doz. 
pair; heavy steel bevel inside sets, 


stocks, 


stocks, 


case lots, $7.80 doz.; steel bit-keyed, 


improvement but are confined to small quantities, 
as there is a feeling of uncertainty that prices have not 
as yet reached their low level, with the result that dealers 
very wisely are not going to be caught with large inven-. 


year. 
Sales show some 


front door sets, $1.90 per set; wrought 
brass bit-keyed front door sets, $3.25 
per set; cylinder front door sets, $7.50 
per set. 


CHAIN.—Heavy 
moderate demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof coil chain, 
$8.50 per 100 Ib.; Tenso coil chain, 
50-10 per cent off list; No. 00 4% elec- 
tric welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
Prices down about 10 per cent; de- 
mand continues good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-10 per cent discount. 

DOOR SPRINGS.—Very satisfactory 
volume of business reported on this 
line. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Perfect, No. 2, 35c. 
doz.; No. 3, 40c. doz.; No. 4, 44c. per 
doz.; No. 5, 52c. per doz.; No. 6, 63c. 
doz.: No. 7, 70c. doz.; Reliance, light, 
$1.80 doz.; medium, $2.50 doz.; heavy, 
$3.75 doz.; Torrey’s, $3.60 doz. 

EAVES TROUGH AND CONDUCTOR 
PIPE.—No recent price changes; vol- 
ume of sales satisfactory. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Single Bead Lap Joint 
Gutter, 5-in., $4.75 per 100 ft.; Cor- 
rugated Conductor Pipe, 3-in., 
per 100 ft.; Plain Ridge Rol]l, 1%-in., 
$4 per 100 ft.; Corrugated Conductor 
Elbows, 3-in., $1.36 per doz. 

ELECTRICAL MERCHANDISE.— 
There has been a slight readjustment 
in the price of No. 18 lamp cord. The 
balance of the staples remain the same 
as last reported. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 14 rubber covered 
wire, $7.25 per 1000 ft.; in 1000-ft. lots, 
$7; No. 18 lamp cord, $14.50 per 100 
ft.; in 1000 ft. lots, $13.75; % in. brush 
brass key sockets, 20c. each; two-way 


chain products in 


plugs, 60c. each; in lots of 10, 52c. 
each; one-piece attachment plugs, 
13c. each; two-piece attachment 


plugs, 12c. each; dry cells, boxes of 
50, 30%c. each; less than case lots, 
34c. each. 


EYE HAMMERS AND SLEDGES.— 


Orders continue satisfactory; prices 
unchanged. 
We quote from jobbers’ stocks, 


Striking or black- 


f.o.b. Chicago: 
5-lb. and heavier, 


smiths’ sledges, 

10c. per Ib 
FIELD FENCE.—Demand fair; it is 
doubtful if any improvement will be 
noted until fall. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Field fencing, 61% per 
cent discount from lists. 
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Future buying on all lines is still behind that of last 
Both jobbers and retailers are not anticipating 
their requirements as far ahead as usual, but there is a 
sufficient amount of current business in nearly all lines 
to keep manufacturers reasonably supplied with orders. 
Now that the vacation period is at hand, the demand for 
automobile accessories, camping outfits, and sundry sup- 
plies has improved. Sales on lawn mowers and builders’ 
hardware are also holding up very well, but the rainy sea- 
son has reduced sales on garden hose to a minimum, and 
large stocks will be carried over unless we have some 
warm, dry weather. 


FILES.—Demand normal; prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Disston files, 50-10 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


FRUIT PRESSES AND CIDER 
MILLS.—Sales this year are expected 
to be heavy. Present prices should 
prove attractive. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Juicy fruit presses, 3- 
qt., $3.40 each; 6-qt., $4.20 each; 12- 
at., $5.75 each; Enterprise No. 6, $5.50 
each; No. 12, $7.30 each. Junior, $10 
each; Medium, $13 each; Senior, $18 
each; extra large, $28 each. 

Cider Mills.—Junior, $21.75 each; 
Medium, $25.50 eac Senior, $38 
each; Self Feed, $16 each. 


GALVANIZED AND TIN WARE.— 
Manufacturers are holding prices 
firm, but with the end of the spring 
season jobbers’ prices are somewhat 
modified on tubs, where they have an 
over abundance of stock. There is a 
shortage of pails. Prices are well main- 
tained. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galvanized 
after made water pails, not made of 
galvanized sheets with seams ce- 
mented, 8-qt., $1.95 doz.; 10-qt., $2.20 
doz.; 12-qt., $2.40 doz.; 14-qt., $2.75 
doz.; galvanized wash tubs, es * 
$6.35 doz.; No. 2, $7 doz.; No. 3, $8 
doz.; 2-gal. galvanized kerosene cans 
(tin breast), $4.50 doz.; 1-bu. galva- 
nized baskets, $7 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—AIl that is needed to im- 
prove sales is a week of hot weather. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose—good 
quality, molded hose, %-in., 10%c. 
per ft.; %-in., 13c. per ft.; 3-ply, good 
goat wrapped, %-in., 10c. per ft.; 

-in., 12c. per ft.; 4-ply. good qual- 
ity, wrapped, %-in., 12c. per ft.: %4- 
in., 14c. per ft.; 5-ply, good quality, 
wrapped, %-in., 9c. per ft.; -in., 
lic. per ft. Lawn Sprinklers—Rain 
Soetikiee Fa oe Fountain 

er, OZ.; nbow, 38-in. 
high, $24 doz. 


GLASS AND PUTTY.—Prices un- 
changed. Sales on window glass are 
not quite so heavy, but the demand for 
plate glass continues good. 


We quote from jobbers’ stocks 
f.o.b. Chicago: Single strength A, 25- 
in. bracket, 85 per cent discount; 
single strength A, 34 to 40-in. bracket, 
84 per cent discount, single strength 
A, all other brackets, 83 per cent dis- 
count; double strength A, all sizes 
84 per cent discount. 
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Actual window display of the 
UNION Hardware Line. The 
UNION All-Purpose Basket in 
the background comes in green 
and white enamel and there’s 
an almost universal dem 
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Write for ‘‘Hard- 
ware Catalog No. 
— It illu- 
strates and de- 
scribes our com- 
plete high grade 
line, 




























ake ur Window 
Increase YourSales 


“WELL displayed—half sold.” It’s as true 


in your store windows as at Kresge’s. 








No.1070% 
Drainer. 13” x 
Space for 16 plate 
hulders and other dishes. 
Retinned. 


Dish 
16%”. 


We have a simple plan all worked out for the 
hardware dealers on “How to Display and 


Sell the UNION Hardware Line.” 


It involves no expense, no rearrangement and 
very little time. And it will se//—we’ve 
tried it. 


We make racks, cooking baskets, dish drain- 
ers, and many other items. Our new All- 
Purpose Rubbish Basket is a splendid piece 
of merchandise. The profit is good. We 
would appreciate the opportunity of giving 
you full information. 





Nos. 1 and 3 UNION 
Dish Drainers. Very 
light and durable. For 
ordinary size home. 
Retinned., 


Drop us a post card or ask your jobber’s sales- 
UNION ALL-Purpose man about if. 
Baskets have dozens 
of uses and the de- 
mand is universal. 
Show them and you’ll 
sell them. 


“Largest Rack Factory in the World’’ 























UNION STEEL PRODUCTS C0.Ltd.,Albion,Mich.U.S.A. 
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HATCHETS. — Sales satisfactory; 
prices fair and firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $11.20 doz.; first qual- 
ity hatchets, No. 2 broad, $14. 45 doz.; 
Medium quality hatchets, No. 2 shing- 
ling, $7.25 doz.; medium quality 
hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—Prices con- 
sidered very reasonable; no early 
changes expected. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16-02. 
nail hammers, $10.50 doz.; first qual- 
ity, 16-oz. machinist hammers, $7.85 
doz.; Medium quality, 16-oz. nail 
hammers, $6 doz. 


HANDLES, TOOL.—Prices holding 
firm, with fair demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicag 0: 

Axe Handles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

eq" and Hammer WHandles.— 
No. 90c. oot. —_— second growth 
coohiaher $1.50 d 


HANDLES, AenaULTURAL..~-feten 
continue to be about normal. Owing 
to the high cost of ash, lower prices 
are not to be expected this season. 


We ell om jobbers’ stocks, 
f.o.b. Chicag 
Hay Fork. Handles. — Straight, 
chucked and bored, best grade, 4%- 
ft., $4.50 doz.; 5-ft., $5.50 doz.; XX 
4%-ft., $4 doz.; 5-ft., $4.80 doz.; X 
4%-ft., $2.40 doz.; 5-ft., $2.80 doz. 
Hay Fork Handles.—Bent chucked 
and bored, best grade with strap, 
ferrule and cap, 414-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX bent, with strap, 
ferrule, ened one. 4-ft., $5.50 doz.; 3420 
$5.7 - XX bent, 4%-ft., 0 
aor. 5- * ng “$5.50 doz. ; x bent, TK 
$3 doz.; 5-ft., $3.40 doz 
ye Fork Handles. —Bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
a? XX bent, 4-ft., $4.15 doz 47"h- 
, $4 40 doz.; bent, 4-ft., $2. 60 doz. ; 


igert $2. 95. OZ. 
arden Hoe Handiles.—XxX 4%-ft., 
$3.45 doz.; X 4%-ft., $2.40 doz. 


AL ST I Te. oe ~ 


IE Tr aa tex: 





Shovel Handles. te wd pattern, 
X 4%-ft., $5.90 doz.; X 4%-ft., $3.90 
doz.; D-handle, best grade, $7.95 
doz.; X grade, $6 doz. 

Spade WHandlies—D handle, best 
grade, $7.75 doz.; X grade, $6 doz. 


HINGES.—Prices firm; satisfactory 
volume of business reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy a> 4 hinges, 
in bundles, 4- ~ -» $1.26; 56-1 $1.74 
6-in., $2.12: 8-in., $3.54; 10- i. $5. 43 
per doz. pairs: extra heavy = hinges, 
in bundles, 4 in., $1.90; 5-in., $2.01; 
6-in., $2.52; 8-in., $4.30; 10- in., $6. 13 
per doz. pairs. 


ICE CREAM FREEZERS.—tThere has 
been an improvement noted in sales. 


. We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1-qt., 
$4.85 list; 2-qt., $5.65 list; 3-qt., $6.75 
list; 4-qt., $8. 25 list; 6-qt., $10.45 list; 
8-qt., $13.50 list; 10- -qt., $18 list; 12- 
qt., $21. 55 list; 15-at., $25. 60 list; 20- 

t., $33.20 list; 25-at., $42.60 list; 
retic, 1-qt., $4 list; 2- ‘at., ree +" list; 
3-qt., or ee “ae $6.80 list 7 
$8 60. list; 8-qt., $11.10 0 list. All 
above less 50 per cent discount. Auto 
Vacuum Freezers, 1-qt., $3.30 each; 
2-qt., $4 each; 3-qt., $5.30 each; 4-qt., 
$6.65 each. 


LAWN MOWERS AND GRASS 
CATCHERS.—Recent rains have made 
a seasonable demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 


Lawn Mowers.—16-in. ball bearing, 
5-knife, ll-in. wheel, $13.75 each: 
16-in., ball bearing, 4-knife, 10%-in. 
wheels, $10.95 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. wheels, $9.50 
each: 16-in. ball earing, 4-knife, 9- 
in. wheels, $9.50 each; 16-in., plain 
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bearing, 4-knife, 9-in. wheels, $8.10 
each; 16-in. ball bearing, 4-knfe, 8- 
in. wheels, $8.60 each; 16-in. plain 
wearing. 3-knife, 8-in. wheels, $6.40 
eac 


Grass Catchers.—Galvanized bottom 
for 14 to 16-in. mowers, full pack- 
ages, $8.80 doz.; galvanized bottoms 
for 18 to 21- in. mowers, full pack- 
ages, $9.60 doz.; plain bottom, can- 
vas, for 18 to 2l-in. mowers, $7.60 
doz.; plain bottom, en. for 12 to 
16- in. mowers, $5.90 OZ. 


N AILS.—There continues to be a good, 
steady demand for nails. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
33 .65 per keg, base; cement coated, 
3 per keg, base. The extra for gal- 
vanized nails is now $2.25 for 1-in. 
= longer; $2.50 for shorter than 
= n. 


OIL STOVES.—Prices unchanged; fair 
volume of business being quoted. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list; 4-burner, $28 
each list; new Improved New Perfec- 
tion 2- burner $22 each list; 3-burner 
$28.50 each list; 4-burner, $35 each 
list; Superfex 2- ‘burner, $36 each list; 
3- burner, $45 each list; 4- burner, 
$58.50 each list. All =? to 30 
per cent discount. Lots of ten or 
more are subject to 30-5 per cent 
discount. 


PAINTS AND OILS.—White lead de- 
clined 50 cents per 100 lb. The bal- 
ance of the staples remain unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago 

Linseed Ol. a barrel lots, $1.10 
per gal.; 5-barrel lots, $1.05 per gal. 

Linseed Oil.—Boiled, barrel lots, 
$1.12 per gal.; 5-barrel lots, $1.07 per 


Turpentine.—Barrel lots, 96c. per 


Denatured Alcohol. — Barrel lots, 
55c. per gal. 

White Lead.—100-lb. kegs, $14.50 
per keg; 50-lb. kegs, $7.50 per keg; 
25-Ib egs, $3.80 per keg; 12%-lb. 
kegs, $2 per keg. 

Ory Paste.—Barrel lots, 6c. per Ib. 

Shellac.—4-lb. (goods), white, $3.50 
per gal.; orange, $3.25 per gal. 

English Venetian Red.—in barrels, 
$3.50 to $6.75 per 100 lb. 


PYREX WARE.—Prices remain un- 
changed; demand fair. 


We — from jobbers’ stocks, 
f.o.b. Chicag 

Bread = 212, $7.20 doz.; 
No. 214, $12 doz. 

Casseroles.—Round, No. 167, 12 
doz. ; No. 168, $14 doz.; No. 183, $12 
doz.; No. 184, $14 doz. / 

Casseroles.—Ovals, No. 193, $12 


4 . 7 ' 
Pie Plates.—No. 202, $6 doz.: No. 
203, $7.20 doz.; No. 209, $7.20 doz. 
Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz 
poy Pans.—No. 231, $8 doz.; No. 
doz. 


ROOFING AND PAPER.—Sheathing 
paper down $4 per ton; very active 
sales reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.95 —d 
square; best tale surfaced, $2.35 
square; medium talc surfaced, $1. 
per square; light talc surfaced, die 
per square; red rosin sheat hing, $58 
per ton. 


ROPE.—No recent change in prices; 
hay rope in good demand. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: No. 1 Manila, standard 
brands, 17% to 19%c. per Ib.; No. 2 
Manila, 16% to 18%c. per lb.; No. 1 
sisal, standard brands, 14% to 16%c. 
per Ilb.; No. 2 sisal, 13% to 15%c. 
per Ib. 


SASH CORD.—There has been no 
price change since last reported; sales 
fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
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$16.75 per doz. hanks; No. 8, $12.30 
per doz. hanks. 


SASH PULLEYS.— Prices holding 
— demand fair. 


. from jobbers’ stocks, 
m4 : Common sash pul- 
leys, 50c. dos.; barrels, 54c. doz.; Com- 
mon Sense, 2-in. a 60c. doz.; barrels, 
54c. doz.; No. 105, 52c. doz.; barrels, 
48c. doz. . 


SCREEN DOORS.—Improvement noted 
in a during past week. 


We quote from jobbers’ stocks, 

go: Screen doors, No. 
266 2-8 x 6- <3 $23.15 doz.; No. 296, 
2-8 x 6-8, $28.20 doz.; No. 311, 2-8 x 
6-8, $33.20 doz.; No. 51 5G, 2-8 x 6-8, 
$40 doz.; window screens, No. 1833, 
$5.30 doz.; No. 2433, $6.50 doz. 


SCREWS.—Sales running from fair to 
good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 80-5 per cent new list; round 
head blued, 78-5 per cent new list; 
flat head brass, 76-5 per cent new 
list; round head brass, 74-5 per cent 
new list; japanned, 74-5 per cent 
new list. 


SOLDER AND BABBITT METAL.— 
Prices stronger, but local prices are 
still unchanged from last week’s re- 
port. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $31 per 100 lb.; medium, 45-55 
solder, $30 per 100 Ib.; tinners’ 40-60 
solder, $29 per 100 lb.; high speed 
babbitt metal, $20 per 100 lb.; Stand- 
ot No. 4 babbitt metal, $11 per 100 


STEEL SHEETS.—Concessions obtain- 
able for large orders; demand quiet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.85 per 100 Ilb.; 28-gage 
black, $4.70 per 100 Ib. 


WHEELBARROWS. — Moderate _ vol- 
ume of sales reported; prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wood bar- 
rows, $3.50 ob common steel tray 
barrows, $4.25 each: steel leg garden 
barrows, $6 each, 


WIRE GOODS.—There has been a 
slight revision in price made by local 
jobbers on barb wire. The balance of 
the staples remain the same. A fair 
volume of business is reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
pe $3.55 per 100 lb.; catch weight 

ool galvanized cattle or hog wire, 
$4. 32 per 100 Ib.; 80-rod spool galva- 
nized hog wire, $3. 72 per spool, No. 9 
galvanized plain wire, $4 per 100 Ib.: 
polished fence staples, $3.98 per 100 
lb.; 12-mesh black wire cloth, $2.10 
per 100 sq. ft.; 12-mesh galvanized 
wire cloth, $2. 45 per 100 sq. ft.; 14- 
— bronze wire cloth, $6.70 per 100 

: galvanized before poultry net- 
hy “is® 10 per cent discount; galva- 
nized after poultry netting, 45 per 
cent discount. 


WRENCHES.—Market not very ac- 
tive at present. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent off list; Coes wrenches, 
40-10 per cent off list; engineers’ 
wrenches, 25 per cent off list; knife- 
handle wrenches, 40-10 per cent off 
list: Stillson, 70 per cent off; Trimo, 
65-10 per cent off. 

We quote f.o.b. factory: 


Snap-On Wrenches.—No. 101 Mas- 
ter Service set, os tt No. 202, Heavy 
Duty set, $8: 404, Universal 
Socket set, $7; No. 505B, Screw 
Driver set, $3.40. All Snap-On 
Wrenches less 40 per cent f.o.b. Mil- 
waukee. 

Gellman Polly Wrenches.—No. 61, 
6-in., $10.20 list; No. 91, 9-in., $15; 
No. 121, 12-in., $21 list. Less 40 per 
cent discount, f.o.b. Rock Island, Il. 
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Standard equipment on all Simplex Irons—a re- 
| placement item for 10,000,000 irons now in use. 
i A wonderful value at any price with its unbreak- 
| able, all-steel plug, ever-cool Bakelite Ball Grip 
4 and green Bakelite lamp-socket plug. The Sim- 
Mi plex counter display carton containing twelve 
li Cord-Sets in individual cartons will make quick 
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National ee 
and the National Market! 


The sensation of the year! No wonder 2,000- 
odd dealers handling it report the best iron 
season ever. There never was such iron qual- 
ity at this or any price! And now, backed by 
full color pages in the Saturday Evening Post, 
(watch for July 26th issue) this newest iron 
by the oldest iron makers is destined to domi- 
nate the entire field. 


If you are with us now you know the truth of 
this advertisement. If you are not, the liberal 
introductory offer will prove it. Drop us a line. 
SIMPLEX ELECTRIC HEATING COMPANY 


85 Sidney Street, Cambridge, Mass. 
120 West 32nd St., New York, N. Y. 15 So. Desplaines St., Chicago, III. 
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HARDWARE AGE 


July 3, 1924 


Business Improves in Cineimnati District 


—Few Price Changes Recorded 


(Cincinnati office of HARDWARE AGE) 


OBBERS’ sales during the month of June were ap- 
J proximately 8 per cent below the record figures of 
last June. When weather conditions are consid- 
ered, combined with the prevailing slackening of manu- 
facturing activities, the showing is a creditable one, and 
would seem to indicate that little complaint can be made 
with conditions in the hardware field. Dealers report 
business fair on the average, though unseasonable weather 
has retarded the movement of seasonable articles some- 
what, but during the past week or so a noticeable improve- 
ment occurred, and, on the whole, conditions are satisfac- 
tory. 
There has been little price changing in the past fort- 
night, one jobber reporting the only change received from 


a manufacturer being on sash weights. A number of de- 
clines have been put into effect by jobbers in order to 
speed up the movement of goods. 

City trade is good, and country trade normal. Where 
business is poorest is in the coal mining sections, which 
have been hard hit by the depression in the coal indus- 
try. Collections from these districts are poor, but in 
other sections dealers are paying their bills promptly. 

General conditions in the district are fairly satisfac- 
tory, though there has been a decline in manufacturing 
activities, necessitating reductions in working hours. 
There is some unemployment, but the situation has not 
become acute. Indications point to better business. when 
the political situation is more clarified and vacation sea- 
son is over. 





AXES.—Demand is showing improve- 
ment; some orders for fall shipment 
have been placed; prices unchanged. 


AUTOMOBILE ACCESSORIES.—Busi- 
ness good; summer accessories moving 
well. Prices fairly stable, and few 
changes being made. Tire manufac- 
turers have made reductions. Indica- 
tions point to continuance of good busi- 
ness. 
We quote from Cincinnati jobbers’ 
stocks: Luggage carriers, $1.10 each; 
in lots of six, $1.05 each. 


A. C. spark plugs, in lots of 10, 
58c. each: in lots of 100, 56c. each. 


Delta spotlights, No. 24, $2 each; in 
lots of 13, $1.80 each; No. 20, $2.85 
each; in lots of 12, $2.55 each. 

Seat covers for Fords: Touring, $6 
set: coupe, $4.15 set; roadster, $3.70 
set; sedan, $7.75 set. 


BUILDERS’ HARDWARE.—Construc- 
tion keeping up well; orders still in 
good volume; prices steady and un- 
changed. 


BOLTS AND NUTS.—Demand fairly 
good; prices unchanged; stocks in good 
shape. 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50 and 
10 off; small, 50, 10 and 10 off; car- 
riage bolts, large, 50 and 10 off; small, 
45 and 10 off; stove bolts, 70 and 10 
off: semi-finished nuts. *% and small- 
er, 75 off; large sizes, 65 off. 


BALE TIES.—Some jobbers have re- 
duced prices about 5 cents per bundle; 
demand picking up and goods now 
moving; stocks in good shape. 


We quote from Cincinnati jobbers’ 
stocks: Single loop bale ties 8% ft. 
15-ga., $1.45 bundle; 9 ft. 15 ga., $1.54; 
9% ft. 15-ga., $1.60; 9 ft. 14-ga., $1.75; 
914 ft. 14 ga., $1.85 10 ft. 14-ga., $1.97. 


COASTER WAGONS. — Sales have 
been fair; retail dealers’ stocks light; 
no price changes. 
We quote from Cincinnati jobbers’ 

stocks: Auto coaster wagons, No. 

1, $5.45 each; No. 2. $5.95 each; No. 

3. $6.50 each; No. 132, $5.20 each; No. 

138, $5.80 each. 
CHAIN.—Demand fair; jobbers report 
prospects good, as stocks generally are 
light; prices steady. 


CLIPPING AND SHEARING MA- 
CHINES.—Demand fair for future 
shipments; parts also moving well; 
prices as last reported. 

We quote from Cincinnati jobbers’ 
stocks: Stewart No. 1, clipping ma- 
chine, $12.75 list; one-man power 
shearing machine, $21 list; top plates, 
No. 90 and No. 360, $1.25 each list; 
bottom plates, No..99 and No. 361, 
$1.75 list. Dealers’ discount 33% per 
cent. Stewart electric clipping ma- 
chine, pedestal type, $85 list; shear- 
ing machine, $90 list, f.o.b. factory 
Chicago, with 25 per cent discount to 
dealers. 


ELECTRICAL GOODS.—Heaters and 
fans moving with advent of warmer 
weather; prices steady; stocks ample 
for immediate requirements. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Demand exceptionally heavy, as 
outdoor work far behind on account of 
poor weather; prices steady. 

We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in., eaves trough, 
$4.50 per 100 ft.; 28-gage, 3-in. corru- 
gated conductor pipe, $4.65 per 100 
ft.; 3-in., corrugated conductor el- 
bows, $1.51 per doz. 


FILES.—Demand about normal; stocks 
adequate; prices unchanged. 


We quote from Cincinnati jobbers 
stocks: Disston files, and 10 off; 
Northwestern and Silver King, 65 off. 


GALVANIZED WARE.—Demand con- 
tinues fair; prices unchanged; stocks 
well assorted. 


We quote from Cincinnati jobbers’ 
stocks: Galvanized pails, 10-qt., $2.40 
per doz.; 12-qt., $2.70 per doz.; 14-qt., 
$3 per doz.; 16-qt., $3.60 per doz.; 
galvanized tubs, No. 1, $6.80 per doz.; 
No. 2, $7.60 per doz.; No. 3, $8.85 per 
doz. 


GLASS.—Window glass in fair de- 
mand; stocks adequate; prices as last 
quoted. 


We quote from Cincinnati jobbers’ 
stocks: Single and double strength 
A. first three brackets, 86 per cent 
discount; over first three brackets, 
84 per cent discount: double strength 
A, 85 per cent discount; double 
strength B, 87 per cent discount. 


GARAGE HARDWARE. — Demand 
brisk; stocks in good shape; no price 
changes. 


, 
. 


GARDEN HOSE.—Rainy weather re- 
tarding sales, but orders have been fair 
considering conditions. Retail sales im- 
proving rapidly, and dealers optimistic 
regarding turnover of stocks; prices 
unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Leader brand, coupled hose, 
1% in., 9c. ft.; %-in., 10%c. ft.; Silver 
King, %-in., 10c. ft., %-in., 11\%c. ft. 
%-in., 12%c. ft. Continuous length, 
single grade, %-in., 8%c. ft.; %-in., 
10c. ft.; %-in., 11%c. ft.; double 
grade, %-in., 9%c. ft.; %-in., llc. ft.; 
%-in., 12%4c. ft. 


HACK SAW BLADES.—Demand fair; 
stocks ample; prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Hack saw blades, 50 and 5 off. 


HAMMOCKS.—Demand improving rap- 
idly with advent of warm weather; 
sales in good volume; prices steady;. 
stocks adequate. 


We quote from Cincinnati jobbers’ 
stocks: Swing hammocks, $1.75 to 
$2.40 each, according to size; couch 
hammocks, $3.75 and $4.50 each. 


HAMMERS AND HATCHETS.—De- 
mand keeping up well; prices un- 
changed. 
We quote from Cincinnati jobbers’ 
stocks: Hatchets No. 2961, $11.20 doz.; 


hammers, No. 81, $10.50 doz.; Boy 
Scout axes, $11.50 doz. 


HANDLES (AGRICULTURAL).—De- 
mand fairly brisk; prices firm; stocks 
in good shape. 

We quote from Cincinnati jobbers’ 
stocks: Hay fork handles, 5% ft. 
straight, $3.35 doz.; 6 ft. straight, 
$4.35 doz.; 7 ft. straight, $6.50 doz.; 5 
ft. bent, $3.35 doz.; 6% ft. bent, $3.95 
doz.; 6 ft. bent, $5 doz.; Long manure 
forks, $2.85 doz.; D-shovel handles, 

6 doz.; D-shape handles, $5.85 doz. 


ICE CREAM FREEZERS.—Dealers’ 
sales improving; jobbers getting reor- 
ders; prices steady; stocks adequate. 


We quote from Cincinnati jobbers’ 
stocks: White Mountain, 1-qt., $4.85 
list; 2-qt., $5.65 list; 3-qt., $6.75 list; 
4-qt., $8.25 list; 6-qt., $10.45 list; 8-qt., 
$13.50 list; 10-qt., $18 list; 12-qt., 
$21.55 list; 15-qt., $25.60 list; 20 qt., 
$33.20 list; 25-qt., $42.60 list; Arctic, 
1-qt., $4 list; 2-qt., $4.60 list; 3-qt., 
$5.55 list; 4-qt., $6.80 list; 6-qt., $8.60 
list; 8-qt., $11.10 list. All of the above 
less 50 per cent discount. 


Reading matter continued on page 126 
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Secure Absolute Protection with the No. 202 





This lock has an extra protective feature different from 
any other and costs no more than the ordinary night latch. 
By turning the key one turn backwards, the bolt is locked 
so that it cannot be forced back with tools, nor can the 
lock be opened from the insidee ONLY THE PROPER 
KEY CAN OPEN IT. 


This added feature is meeting a big demand, particu- 
larly on glass panel doors. The lock can also be used as 
an ordinary night latch. 


Let us send you a mounted sample and watch your sales 
increase. ~ 


(LC0 + 
<é gore dn sh en \w/ 


INDEP ENDENT Locks 








Here is our silent padlock salesman. It is a very attractive 
counter card containing an assortment of 12 leading padlocks. We 
have four different assortment cards in this line and all are big 
sellers. 

Our general line of padlocks are the best obtainable for the money. 

Let us send you atrial order. Send for our catalog No. 6 showing 


our complete line of cylinder locks, padlocks, key blanks, and auto 
switch keys. 


Our trade mark (0) is an assurance of high quality and 
z splendid service 


aio IN DEPENDENT LOCK CO. 


LEOMINSTER MASS., U. S. A. 


Manufacturers of Cylinder Locks, Padlocks, Key Blanks and Auto Switch Keys 
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IRON AND STEEL.—Local jobbers 
have made reductions of $2 per ton in 
rolled steel products and $4 a ton in 
hoops and bands. Demand is fair, 
though for small tonnages. 


We quote from Cincinnati jobbers’ 
stocks: Iron and steel bars, 3.40c.; 
plates and shapes, 3.50c; cold-rolled 
rounds, 4.15c.; flats, squares and hex- 
agons, 4.65; hoops, 4.45c.; bands, 
4.15c. 


LANTERNS.—Demand for fall ship- 
ment picking up; contractors’ lanterns 
in good current demand; stocks ample; 
no price changes. 


= 

We quote from Cincinnati jobbers’ 
stocks: Supreme, No. 210, $7.75 doz.; 
Supreme, No. $12.75 doz.; 130 
Midget vehicle lantern, red lens, iron 
clamp, enameled, B. E. lens, $17 doz.; 
167 Supreme, $12.75 doz.; 100 Supreme 
Electric, $15 doz; Monarch, $18 doz.; 
Monarch, ruby glow, $10 doz.; D-Lite, 
$13 doz.; Little Wizard $8.50 doz.; 
Blizzard, No. 2, $13 doz.; Blizzard, 
brass fount and top, $18 doz.; Buck- 
eye Dash, $14 doz.; Railroad, No. 39, 
$15 doz. 


LAWN SWINGS.—Demand heavy and 
jobbers have reordered to meet needs 
of customers; prices steady and un- 
changed; stocks light. 


LAWN MOWERS.—Jobbers’ 
light; dealers report sales 
volume; prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Common lawn mowers, 12-in., 
$5.75 each; 14-in., $6 each; 16-in., 
$6.25 each; better grade, 12-in., $7; 
14-in., $7.25; 16-in., $7.50; cheap ball 
bearing, 14-in., $7.75; 16-in., $8; reg- 
ular ball bearing, 14-in., $9; 16-in., 
$9.55; 18-in., $9.75; high-heel ball 
bearing, 14-in., $10.25; 16-in., $10.65; 
18-in., $11; high grade, ball bearing, 
with 5 knives, 16-in., $12.75; 18-in., 
$13.50; 20-in., $14.25. 


NAILS.—Jobbers have reduced prices 


stocks 
in good 
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5 cents per keg to $3.30 base; no change 
in cement coated nails; demand fair. 


We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $3.30 per 
keg, base; cement coated nails, $3 per 
count keg. 


OIL STOVES.—Demand for oil stoves 
for camping outfits has been good; 
sales generally satisfactory; prices un- 
changed; stocks fair. 


PAINTS AND OILS.—Slight reduc- 
tions put into effect on linseed oil and 
lead; demand continues steady. 


We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.90 per gal.; linseed oil, single bar- 
rels, 98c., gal.: turpentine, single bar- 
rem, $1.05 gal.; waite and red lead, 

2%4-lb. kegs, 15c. : 

ROLLER snag — Demand fair; 
stocks light; prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Ball bearing, No. 4, $1.60 
pair; No. 5, $1.60 pair; No. 6, $1.70 
palr. 

ROOFING PAPER.—Steady demand; 
prices holding well; stocks adequate for 
normal requirements. 


We quote from Cincinnati peer 
stocks: Standard, brand, igh’ $1.25; 
medium, $1.50; heavy, $1.8 0; Holdfast 
brand, light, $1.50; medium, $1.75; 
_ $2.10. Slate surface roofing, 


ROPE. — Demand fairly consistent; 
stocks in good shape; prices. un- 
changed. 


We quote from Cincinnati jobbers’ 
stocks: Best —_— Manila, 19c. +. 
sisal, 13%c. Ib. 


STEEL aaeenciiibia have been sat- 
isfactory for both jobbers and dealers; 
prices unchanged; stocks in fair shape. 


SCREWS.—Demand has been fairly 
good. Rumors of lower prices heard, 
but no changes. Set and cap screws 
weak; stocks adequate. 
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SASH WEIGHTS.—Local jobbers have 
reduced prices $6 per ton, the new quo- 
tation being $2.20 per 100 lb. 


SHEETS.—Reduction of $2 per ton put 
into effect by jobbers; demand fair. 
We quote from Cincinnati jobbers’ 
stocks: No. 10 blue annealed, 4c.; No. 
28 black, 4.70c.; No. 28 galvanized, 
5.75c. 
SCREEN DOORS AND WINDOWS.— 
Some jobbers have reduced prices 5 per 
cent, but this is not general. Demand 
picking up with warmer weather; 


stocks adequate. 


SPRAYERS.— Demand for sprayers 
has been good; retail sales picking up 
well; prices unchanged; stocks in fair 
shape. 


WHEELBARROWS. — Demand 
tinues heavy; prices strong; 
light. 


We quote from Cincinnati jobbers’ 
stocks: Cheaper wheelbarrows, steel 
trays, $3.85 each; better grade, $5.10 
each; contractors’ barrows, $5.40 
each; concrete barrows, $5.90 each. 


WIRE CLOTH.—Jobbers getting reor- 
ders for replenishing stocks; sales 
have been very good; prices steady; 
stocks adequate. 


We quote from Cincinnati jobbers’ 
stocks: Black painted wire cloth, 12- 
mesh, $2.10 per 100 sq. ft.; opal, $2.65 
per 100 sq. ft. 


WRENCHES. — Demand fairly con- 
sistent; stocks adequate; prices hold- 
ing at recent reductions. 


We quote from Cincinnati jobbers’ 
stocks: Agricultural wrenches, 60 off; 
Coes wrenches, 40 and 10 off; Stillson, 
70 off; Trimo, 70 off; Snap-on 
Wrenches, No. 101 Master Service 
sets, $15.25 each; No. 202 heavy duty 
sets, $8.80 each; No. 404 flexible sock- 
et sets, $8.75 each: No. 505B, screw 
driver sets, $3.40 each: less 40 per 
cent on all Snap-on Wrenches, f.o.b. 
Milwaukee. 


con- 
stocks 





SCISSORS NEED TWO BLADES 


HE Andover, Conn., grand juror who recently signed a warrant calling for 
his own arrest for harboring an unlicensed dog has greater powers of 
introspection than the average merchant, who is usually far more capable of 
seeing the faults of others than his own. 





fellow’s cost. 


-—- - - - —- —- —- 


his trade. 





minimum time. 


Most merchants, nowadays, recognize the value of quick turnover. 
appreciate that it is worth while to them to have goods on their shelves the 
But they give little thought to the fact that the carrying of 
the minimum practical number of known and asked-for brands is part and 
parcel of the accepted quick turnover plan. To operate otherwise is like trying 
to cut with but one blade of a pair of scissors. 


More and more, manufacturers are learning the values of restricted lines 
and greater specialization on a few brands. 
that, as a result, they can in that way make their selling price the other 
No retailer can carry all brands. 
to choose the minimum number of brands which will appeal to the majority of 
Then and then only he has both blades of the “quick turnover 
scissors” working for him. 


Thomas Edison has pointed out 


He must select. 


They 


His task is 
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~—_ Cleaner and Rake 





A specialty that sells on sight to your big customers. In- 
dispensable for large lawns, golf courses, parks and ceme- 
teries. 


Cleans up all cut grass, leaves and other litter in less time 
than four men with hand rakes could do it, and the action 
of the three revolving wire-tooth rakes benefits the turf. A 
time saver and labor saver. 


Also furnished with brushes in place of rakes, to remove 
worm casts from putting greens. 


Send for our Dealers’ Help Service. It is free. 
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Increasing Optimism in 
New York Market 


STEADY improvement in sales is reported by jobbers in the 
Metropolitan area and business, for the most part, is displaying 


more animation than in some time. 


Belated reorders of seasonal 


merchandise are beginning to appear in increasing volume and indi- 
cate that with the improvement in weather conditions retail sales have 
increased and stocks are now in need of replenishment. 

The extent to which the weather has acted as a retarding influence 
in business generally is emphasized in a recent review issued by the 


Garfield National Bank. 


“The abnormal weather of the last three 


months,” says the statement, “has played a greater part in inducing 
the feeling of dissatisfaction among business men than the political 
thimble-rigging of Congress, or the uncertainties of the European 


situation. 


“Retailers have suffered the loss of their expected volume of turn- 
over, while manufacturers and jobbers have felt with unusual force 
the backing up of trade, on account of the policy pursued by the retail 
trade of refusing to carry sizable stocks of merchandise.” 

No price changes of importance were reported during the past week, 
although at present extensive price readjustments are being made by 


certain of the jobbers. 


For the most part these are of a minor nature, 


designed to meet local competition, and affect a wide range of 


merchandise. 


The demand for seasonal items continues to improve, particularly 


in the case of lawn mowers, sprinklers, hose, hose reels, etc. 


General 


and shelf hardware is also in good demand, and stocks for the most 


part are sufficient for current requirements. 


Continued interest is 


also apparent in the demand for wire products, and during the past 


week certain of the jobbers reported very satisfactory sales. 


Collec- 


tions are satisfactory for the most part. 





Hose and Reels 
Selling Well 


Continued interest is being repurted 
in garden hose, hose reels and other 
hose accessories. Prices continue firm. 


Jobbers’ quotations to retailers, 
f.o.b. New York: . 

Molded hose, llc. per ft. for 25 ft. 
lengths and 10%c. for 50 ft. lengths. 

Garden Hose.—4-ply, 8%c. per ft.; 
5-ply, 9%c. per ft.; 6-ply, 
ft. dad Luck brand, lic. 

Milo brand, 12%c. per ft. Bull Dog 
brand, 13%c. per ft. 

Nozziles.—53c. each; 
for boxes. 

oe sg -—Brass, %, % and %-in., 
10%c. eac 

Hose Clamps.—Galvanized, %, % 
and %-in., $2, $2.05, $2.15 respectively 
per 100; brass, same sizes, $3, $3.10 
$3.20 respectively per 100. 

Hose Menders.—(Cooper’s), % 
%-in., 6c. each; (Perfect Clinch), ans. 
5K and ¥%-in., 7%c. each. 

Hose Reels.—M. & K. No. 2, $2.95 
each; No. 10, $3.90 each; No. 20, $4.45 
each. Victor, $2.05 each. 


less 5 per cent 


Rakes in Good Demand 


The demand for rakes continues ac- 
tive, with prices firm and stocks good. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

Wooden Rakes.—Wooden hay rake, 
12 teeth, two bows, 40c. each: same 
with three aluminum steel bows, 14 
teeth, varnished head, 63c. each. 

Lawn Rakes.—Three wood bows, 
24 teeth, 55c. each; same with 3 
aluminum steel bows, 24 teeth, 72c. 
each. 

Ladies’ Lawn Rake.— Two wood 

ws, 18 teeth, varnished head, 5- 
ft. handle, 50c. each. 

Wire Lawn Rake.—24 wire teeth, 
20-in. head, malleable socket, se- 
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curely fastened to head, pinned teeth 
and head, 55c. each. 

Genuine Yamada 
each. 

Steel Rakes.—Medium steel garden 
rakes, bronze finish, straight teeth; 
5%-ft. ash handle, 12 teeth, 77c each: 
14 teeth, 8lc each; 16 teeth, 89c. 
each. Malleable, 12 teeth, 32c. each: 
14 a 36c. each; 16 teeth, 40c. 
each. 


lawn rake, 95c. 


Snow Shovel Prices 


for Fall 


‘ 

Fall prices on snow shovels have 
been announced by certain of the job- 
bers in the New York market as fol- 
lows: 

Jobbers’ quotations to 

f.o.b. New York: 


Victor, long handle, oy per doz. 
Ames, long handle, $8.75 per doz.; 
galvanized snow mona =f No. 33, 
$12.75 per doz. De Menzie, No. 413, 
$10.50 per doz. DuBois, $2.28 per doz. 


retailers, 


Acid and Rosin Core Solder 
Reduced 


A continued demand for solder is re- 
ported with prices firm and stocks ade- 
quate. During the week the price of 
Kester solder acid and rosin core 
solder was reduced from 61%c. per Ib. 
to 58c. 


Jobbers’ quotations to dealers f.o.b. 
New York: 

Bar solder, 33c. per lb. Strip solder 
38c. per Ib. Kester solder, acid or 
rosin core, 58c. per Ib 
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Continued Demand 
for Mowers 


Local jobbers report continued in- 
terest in lawn mowers, which are said 
to be among the most active of the 
seasonal items. Prices continue firm, 
and stocks sufficient. 


Jobbers’ quotations 
f.o.b. New York: 

Lawn Mowers.—Plain bearing, 8-in. 
drive wheels, 5-in. reel, 3 steel knives, 
screw adjusting, 12- in., $5.60 each; 
14-in., $5.85 each; 16-in., $6.25 each; 
18-in., $6.65 each. 

Ball-bearing lawn mowers, self- 
adjusting 8-in. drive wheels, 5%-in. 
diameter reel, screw adjusting cut- 
ter bar, 3 steel knives, 12-in., $7.25 
each; 14-in., $7.60 each; 16-in., $7.95 
each: 18-in., $8.30 each. 

Ball- bearing lawn mowers, _self- 
adjusting, 9-in. drive wheels, 5%-in. 
diam. reel, 4 self-sharpening knives, 
14-in., $9.15 each; 16-in., $9.50 each; 
18-in., $9.85 each. 

Bali- bearing lawn mowers, self- 
adjusting hardened cones, 10%-in. 
open drive wheel, 4 self-sharpening 
knives, 6-in. diameter reel, 14-in., 
$10.35 each; 16 in., $10.90 each: 18- 
in., $11.45 ‘each: 20-in., $12.10 each. 

Self-adjusting, ball-bearing lawn 
mower, 10%-in. wheels, 6-in. diam- 
eter reel, 5 shear a self-sharp- 
ening knives, 16-in., each; 18- 
in., $14.65 each: 20- in., Mae 30 each. 


to retailers, 


Drop in Nail Prices 


During the past week some jobbers 
reduced the price of wire nails from 
$4 base, per keg, to $3.75. The demand 
for nails continues active, and stocks 


are sufficient. 
—_— to retailers, 
Nails. ate nails, $3.75 base per 


Mem. nails, $4.35 base per keg. 
Wire nails and brads in small lots, 
70-10 per cent off list, in 1-Ib. papers. 
Roofing nails, 1 x 12, $5.20 
per 100-lb.; galvanized, .20 100. 
erican felt roofing nails, % x 
10%, plain, $6.50 per case. Galva- 
nized, $10.25 per keg. 


Netting Prices Firm 


As a result of the improved weather 
conditions, the sales of poultry netting 
and wire cloth are increasingly active. 
Stocks, generally speaking, are ade- 
quate. 


Jobbers’ quotations 
f.o.b. New York: 

Poultry Netting.—From New York 
stocks, 40-42% per cent; f.o.b. Pitts- 
burgh, 45-5 per cent 

Wire Cloth. — Jobbers’ 
f.o.b. New York: 

Black wire cloth, 
per 100 sq. ft. 

Galvanized wire cloth, 12-mesh, 
$2.75 per 100 sq. ft.; 14-mesh, $3.25 
per 100 sq. ft. 

Copper wire cloth, 14-mesh, $7.25 
per 100 sq. ft. 

Rnd 14- mesh, $7.50 to $7.75 per 
100 sq. ft.; bronze, 16-mesh, $8.95 
per 100 sq. ft. 

Wire cloth, galvanized square mesh 
cloth, %-in. mesh, $5 per 100 sq. ft.; 
%-in. mesh, $5.25 per 100 sq ft.; 
%-in. mesh, $5.50 per 100 sq. ft. 


Crab Traps and Nets 
Moving 
The sale of crab traps and nets 
continues active, with prices firm, and 


stocks sufficient. 


Jobbers’ uotations to 
f.o.b. New York: 

Crab traps, 60c. each. 
handle, 35c. each. 


to retailers, 


quotations, 


12-mesh, $2.30 


retallers, 


Nets, wood 
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V E might use all the advertis- 


ing space in this publication, yet not 
properly say all the good things 
about “Torrid” Torches. 


We distribute economically thru 
Jobbers, but we want to send our 
catalog No. 23 to every reader who 
will ask for it. 


GeO. W. DIENER Mea. Co. 


400 MONTICELLO AVE. CHICAGO, ILL. 
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This Display Board K eeps 
Profits Up—Selling Cost Down 


Ze HE “RED DEVIL” 

- 3 Auger Bit Display 
Board serves a double pur- 
pose — attracts the most 
desirable class of trade to 
your store and sells more 
auger bits. S 












PO 


. we 
ay a 
4 " \ 
\ ‘ 






jbo’ ha é ‘S fist 3 
\e 


ave? %, * * ‘eo? 


\a* 






Made of three-ply mahogany, size A oY 
12 x 16 inches. Contains 13 “Red » ea 7 
Devil” Augur Bits from 4 to Rae’ \i he 

16/16ths inches, inclusive. A eh Smith & 





SSSR Le 
‘ iV 
& Awa: 
















S BS 
- 

















AeA ie OO ae Hemenway Co., 
3 ie ee Inc., 98 Coit St., 
A a 2 B — 4 - Irvington, N. J. 
4,24 2, A = S it} & H oe?” Gentlemen : 

Ae | / = mil emenway eo” Kindly send us your book 
- “> 2 Ze showing ‘‘Red Devil’’ Auger Bit 
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Zp ’ of containing other tools—no obligation. 

Mfrs. of “‘Red Devil” Tools 
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Sprinklers in Demand 


The active demand for sprinklers 
continues unabated, with prices firm 
and stocks adequate. 


Jobbers’ uotations to retailers, 
f.o.b. New York: 

Sprinklers.—Sheet brass, 8 in. in 
diameter, 59c. each; sprinkler, cres- 
cent shape, top polished wrought 
brass, bottom galvanized steel, 
throws all water to the front and 
sides, 8%-in. base, 58c. each; sprink- 
ler, 11 in. high, mounted on heavy 
malleable iron sleds, 3 brass arms, 
other parts japanned, $1.38 each; 
sprinkler, 20%-in. high, 3 brass arms, 
$2.25 each. Rain King lawn sprink- 
lers, $2.33 each. 

Sprayer.—Tin, will spray all kinds 
of liquid, capacity 1 pt., length 10 
in. 25c. each; same capacity, 1 qt., 
length, 14 in., 3lc. each. 

Junior Sprayer.—Galvanized steel 
tank, 20 in. long, 7%-in. in diameter, 
riveted and soldered, brass pump and 
valve, capacity 4 gal., shoulder strap, 
heavy rubber tube, automatic shut- 
off nozzle, $5.25 each: bucket pump. 
working parts all brass, handle and 
foot rest malleable iron, equipped 
with 3 ft. %-in. hose with spray 
nozzle, $3 each; continuous sprayers, 
galvanized, 90c. each; brass, $1.15 
each. 


Sharpening Stones 
in Fair Demand 


Demand for sharpening stones con- 
tinues fairly active, with prices firm 
and stocks adequate. 

Jobbers’ quotations to. retailers, 
f.o.b. New York: 

Carborundum combination stone, 
No. 108, $13.65 per doz.; No. 109, $9.75 
per doz.; No. 110, $11.70 per doz.; 
No. 111, $7.80 per doz.; No. 112, 
$6.66 per doz. 


Improving Demand for 
Wire Products 


An improving demand for wire prod- 
ucts is reported by jobbers in the New 
York wholesale market. Prices are 
holding and stocks adequate. 


Jobbers’ quotations to. retailers, 
f.o.b. New York: 

Barbed Wire.—50-ft. coil, 52c.; 100- 
ft. coil, 95c. 

Wire.—Annealed Line Wire, 12 Ib. 
stones, plain, No. 16, 85c.; No. 18, $1; 
No. 19, $1.05. 

Galvanized wire No. 16, $1.08; No. 
18. $1.25: No. 19, $1.35. 

Galvanized steel wire, 100 Ib. bun- 

No. 4, $5.75; No. 5.75; No. &, 

75: No. 10, $6: No. 

10 Ib. bundles, . 

lo. & $7.55; No. 10, $7.80; No. 12, 
$8.10: No. 14, $8.35. 

Staples. — Poultry netting staples, 
%,-in., 1 Ib. packages. 10c. per Ib.; 
17 lb. box, 9c per Ib.; 100 Ib. keg, 7\4c. 
per Ib. 

Barbed wire staples. 14%-in.. 25 Ib. 
to the box, $7.50 per 100: 100-lb. keg, 
$6.75. Barbed wire staples, 1% in., 
25 Ib. to the box, $7.50 per 100; 100 Ib. 
keg. $6.75. 

tibbon wire staples, 14% in., $6.75 
per keg. 


Demand for Screws 


Screw sales continue active, and 
prices are firm, with stocks in good 


supply. 

Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

Screws at head, steel machine 
screws, 66%, to 70-5 per cent. 

Round head, steel machine screws, 
66%4 to 70.5 per cent. 

Flat head brass machine screws, 
60 to 60-10-5 per cent. 
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Round head brass machine screws, 
60 to 60-10-5 per cent. 

Flat head, steel wood = screws, 
bright, full packages, 75-20-5-5 per 
cent. 

Galvanized iron, 60-20-5-5 per cent. 

Flat head brass, 70-20-5-5 per cent. 

oe head blued, 7214-20-5-5 per 
cent, 

Round head nickel plated, 6214 -20- 
5-5 per cent. 

Round head brass, 67%4-20-5-5 per 
cent. 

Cap screws, 80 per cent. 

Prices vary in different sections of 
the city. 


Dahlia Poles Stocks Low 


There is a particularly active de- 
mand for dahlia poles at present. 
Prices are firm, and stocks barely 
sufficient for current requirements. 


Jobbers’ quotations to retailers, 
f.0.b. New York: 

Dahlia poles 2 ft., $2.95: 3 ft., $5.90: 
4 ft., $12.40; 5 ft., $16.30; 6 ft., $19.80 
per 100. 


Clothes Line Pulleys 
Active 


Continued interest in galvanized 
clothes line pulleys is reported in the 
New York wholesale market. Prices 


_are firm and stocks adequate. 


' 
| 





Jobbers’ quotations to retailers, 
f.o.b. New York: 

Superior Clothes Line Pulley, 6 in. 
wheel, $2.25 per doz. 


Bottle Cappers Moving 


A satisfactory business is being 
done in bottle cappers, and jobbers in 
the New York market foresee con- 
tinued improvement as the season ad- 
vances. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

Eveready metal base, No. 3, 88c. 
each; Rimeco bottle capper, $1.46 each: 
—— bottle cap, 5 lb. bag, $1.15 per 

ag. 
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Builders’ Hardware Steady 


Continued interest is reported in the 
demand for builders’ hardware in the 
New York market. Prices are firm 
and stocks sufficient. 

Jobbers’ quotations to _ retailers, 


ork: 
inside lock sets, square 
, round end, 68c. per set. 
Front door sets, single door, square 
bevel and round end, $1.85 per set. 
Bathroom sets, glass knob, $1.70 
per set. 
Butts, 3% x 3% in., F and D2, 24'%4c. 
per pair in case lots; 27c. per pair for 
less quantity. 


Good Bolt Movement 


An active demand for bolts is re- 
ported, with prices firm and stocks in 
good supply. 


Jobbers’' quotations to _ retailers, 
f.o.b. New York: 

Bolts. —- Common carriage bolts, 
small, 50 per cent; large, 40-10 per 
cent. 

Machine bolts, small, 50 to 50-10 
per cent; large, 50 to 50-10 per cent. 

Lag screws, 50 to 50-10 per cent. 

Stove bolts, 75 to 75-10-5 per cent: 
both flat and round head. 

Sink bolts, 75 to 75-5 per cent. 

Tire bolts, 45 to 50 per cent. 

Step bolts, 33% per cent. 

Screw anchors, 75-10 per cent. 

Lag screw shields. 80 per cent. 

Machine bolt shields, 65 per cent. 

Prices vary in different sections of 
the city. 


Interest in Hand Drills 


The demand for hand drills in the 
New York market continues consistent, 
with stocks sufficient and prices hold- 
ing. 

Jobbers’ quotations to retailers, 
f.o.b. New York: 

Millers Falls No. 1, 12%-in. long, 
$2.80 each; No. 3, 11-in. long, $2.30 
each; No. 5, 12%-in. long, $2.49: No. 
1430, 10%-in., $3.50 each: No. 1530, 
10%-in., $4.65. 





Steel Goods Sales Improve with Hot Weather 


The hot weather of the last few 
days has acted as a stimularit for the 
sale of steel goods, and orders par- 
ticularly from out of town sources, 
continue good. 


Jobbers’ quotations to retailers, 
.o.b. New York: 

Manure Forks.—Drop ferrule, oval 
drop-forged tines, selected D ash 
handle, 4 12-in. tines, $1.58 each: 
5 13-in. tines, $1.75 each: 6 13-in. 
tines, $2.05 each: 5 13-in. tines, 4-ft. 
handle, $1.50 each; 6 13-in. tines, 4-ft. 
handle, $1.70 each. (Lots of six, 5 
per cent off.) 

Hay Forks.—3 ova! 12-in. drop- 
forged tines, bronzed and polished, 
select ash handle, strapped ferrule, 
5-ft. bent handle, $1.12 each; 6-ft. 
bent handle, $1.35 each. (Lots of six, 

per cent off.) 

Spading Forks.—Malleable D han- 
dle, strapped ferrule, angular drop- 
forged tines, 4 tines, 76c. each; spad- 
ing forks, wood D handle, strapped 
ferrule, 4 heavy tines, $1.64 each: 5 
heavy tines, $2.08 each. 

Garden WHoes.—7-in. steel blades, 
black finish, 4%4-ft. ash handle, solid 
shank, 36c. each; 7-in. blade, bronze 
finish, 7le. each; 6-in. blade, bronze 
finish, 77c. each. Mortar hoe, forged 
steel blade, bronze finish, solid shank, 
6-ft. ash handle, 9-in. blade. 95c. each. 
(Lots of six, 5 per cent off.) 

Trowels.—Garden trowels, 6-in. 
blued steel blades, black-enameled 
handle, riveted tang, 7c. each; heavy 
solid steel 6-in. blade, half polished, 





riveted shank, hardwood handle, 10c. 
each; 1-piece socket, 6-in. forged steel 
blades, polished and enameled red, 
length over all, 13% in., 29c. each. 
All steel trowel, 17c. each. Socket 
pattern, solid forged one-piece blade 
and socket, wood-grip handle, 60c. 
each. 

Hand Spading Forks.—Three heavy 
flat tines, polished and japanned, 
black-enameled handle, 10 in. over 
all, 10c. each; 44%-in., malleable tines, 
half polished, brass ferrule, polished 
handle, 10%c. each. 

Lawn Weeder.—3 steel spring tines, 
tinned, black-enameled handle, 10c. 
each; 4 steel tines, 42-in. handle, 44c. 
each. 

Weeding Hooks.—Malleable iron, 
tinned, 8%c. each: Magic weeder, 
three steel spring tines, tinned, black- 
enameled handle, 10c. each. Same 
with 42-in. handle, four steel tines, 
tinned, 44c. each. 

Grass Hooks. — Tempered steel 
blade, black-enameled handle, 25c. 
each; same, forged from bar tool 
steel, raised hardware handle, 43c. 
each; same, high quality steel, ribbed 
black, polished edge, 35c. each; same, 
tempered steel blade, 46c. each. Eng- 
lish grass hooks, 54c. to 57c. each. 

Hedge Shears.—Plain, 6%-in., 8-in., 
9-in., $1.05, $1.80, $1.95 each respec- 
tively. Notched, 8, 9 and 10-in., $1.95, 
$2.10 and $2.30 each respectively. 

Border Shears.—With wheel, 9-in., 
$3.45 a pair; without wheel, $2.85 per 
pair. Lawn shears, two wheels, 9-in., 
$3.60 pair. Disston utility pruner, 
$1.55 pair. 
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Reliability Promotes Confidence 


Whether building highways or cities the mechanic depends 
upon his tools for his reputation. It is important to gain the 
confidence of these buyers. When they call for levels, sell them. 














No. 5 Peer- 


less Carpenter's PEERLESS 

nt ae rerbsice d sini Meee thaene 
sonaenee A Non ng 94” LEVELS al . four edges. 
26”-28” and 30”. 


2%” i _ 
24”, 26”, “38” 


All wood used in Peerless Levels has been thoroughly seasoned and preserved with 
three coats of waterproof material. Vials are set solid and protected by heavy crystals. 


PEERLESS ALUMINUM LEVELS 











Single plumb each end. Made in three sizes, Double plumb each end. Made in four lengths, 
12-18 and 24 inches. Dimensions 2” x 1%”. 24-26-28 and 30 inches. Dimensions 2” x 1%”. 


The level glasses in Peerless Aluminum Levels will be set in our patented metal 
sockets as used in our wooden levels. 


Catalog and prices furnished on request. 


The Peerless Level and Tool Co. Sterling, Ill. 


No. 333 Mason’s Level, shown below, made of 3- piece oe center is pine with hard- 
wood edges—Brass ends. Two sizes, 42” and 48” x 2%” ly”. 
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The Power of a Wrench 


with the Convenience of Pliers 


Think of a pair of pliers 7 inches long that will easily stand the tremendous 
pressure of 500 lbs. applied on the handles! Hasn’t there always been a demand 
for pliers that would grip like a vise anything round, square, or hexagonal? 
“Carlson” Super-Pliers have a grip that won't slip. 


Is there a car-owner, plumber, electrician or mechanic that won't instantly 
see the advantage of the Super-Pliers? When these men see how beautifully it 
works in concealed corners, hard-to-get-at places, and close quarters, won't they 
buy! Won’t they be tickled with the grip that sticks and sticks like a bull-dog 
on his favorite enemy? (See illustration of 150 lb. man hanging from top part 
of pliers only. Pliers are gripping a piece of round pipe.) We know they will 
buy, for we have already sold over 60,000 Super-Pliers. 




















Weight each % of a pound. Capac- This “handiest hip pocket tool on 
ity up to one inch on square, and 1% the market’’ is packed in attractive 
inches on round parts. Four adjust- silent salesman_ display cartons to 
ments. Made of finest quality drop help sell ’em. Each pair in an indi- 
forged steel, absolutely guaranteed. vidual box, six in a carton. Send to- 
List price $1.25 each. Liberal dis- day for a sample carton and give 
counts. them a trial. 

yilad ir 
CTUTTTTTTT TTT aus 
THE NOBLE & WESTBROOK MEG. ¢ ‘0. 
Dept. B. 





Hartford, Connecticut, U. S. A. 
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Twin Cities Reports an Increase 
in Rural Sales as Weather Improves 


(Minneapolis Office of HARDWARE AGE) 
ALES as a whole appear to be improving somewhat, 
ms and there is a much better demand for seasonable 
Sales in the country districts appear to be 
comparatively better than that in the larger cities. 


items. 


AXES.—Demand remains fair; stocks 


good; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14; double bit axes, 
base weights, $19. 


BOLTS.—Retail demand fair; 
good. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Small and large 
carriage bolts, 50-10 per cent: small 
and large machine bolts, 50-10-10 
per cent from lists; stove bolts, 70 
~ cent; lag screws, 60 per cent from 
sts. 


BRADS.—Sales remain good, ample 
stocks; prices have shown no change. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Wire brads in 25- 
Ib. boxes, 70-10 per cent. 


BUILDERS’ HARDWARE.—Demand 
is somewhat better although consider- 
ably below that of last year. Stocks 
are in good condition and prices remain 
steady. 


COASTER WAGONS.—Retail sales 
have been good; prices show no change. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Auto wheel coaster 
wagons No. m, * 50 each: No. 61, 
$6.44 each; No. $7.03 each: No. 63, 
$7.22 each. ote Be coaster wagons, 
33% per cent from factory lists: all 
= coaster wagons, 50 per cent from 

s 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Sales about 
average for this season; stocks good; 
prices show no change. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Eaves trough, lap 
seen, single ened = in., $5.25 per 100 

t.; 3-in., 28-ga conductor pipe, 
$5. 40 per "100 fe: °F. in., conductor el- 
bows, $1.73 per doz. 


FILES.—Good demand; stocks ample; 
prices as last quoted. 


We auote from jobbers’ 
f.o.b. Twin Cities: Best grades of 
files, 50 per cent: second grades of 
files, 60 per cent from standard lists. 


FREEZERS.—As there has been no 
continued hot weather demand for 
freezers is light; stocks good; prices 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
and Arctic Freezers, 50 per cent from 
lists; Alaska freezers, 20-10 per cent 
from lists: Auto Vacuum freezers, 
33%, per cent from lists. 


GALVANIZED WARE.—Demand is 
good, general conditions considered; 
stocks ample; prices firm. 


We quote from _ jobbers’ mechs, 
f.o.b. Twin Cities: Standard No. 
galvanized tubs, $6.85: No. 2, $7. 15: 
No. 3, $8.95; Heavy galvanized tubs, 
No. 1, $12; No. $13. No. 3, 
$14.50: Standard galvanized pails. 10- 
qt., $2. 55; 12-qt., $2.90; 14-qt., $3.20: 
16-at.. stock pails, $5: 18-at., $5.75 
per doz. 


stocks 


stocks. 


last year. 
lawn mowers. 


HAMMERS AND HATCHETS.—De- 
mand good; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carpenters’ ham- 
mers, Maydole No. 11%, $13.50; Plumb 
HF81, $12; Riverside No. 611%, $ art 
Plumb Broad Hatchet No. ee 
Plumb shingling No. 2, $13. 18: lumb 
claw No. 2, $14.40 per doz. 





Would Be Lost 
Without 
Hardware Age 


“HARDWARE AGE, 
“New York City. 


“Gentlemen: 

“Inclosed find check for one 
year’s subscription for HARD- 
WARE AGE. 

“IT have sold my interest in the 
Greensboro Hardware Co., which 
I have been connected with for 
the past twenty-seven years, to 
my partner, M. C. Stewart. 

“Of course, I will be lost with- 
out the HARDWARE AGE, so I ask 
that you put me on the mailing 
list at once. 


“Yours truly, 
“W. E. PHIPPs, 
“Greensboro, N. C. 








tz 





HOSE.—Very good demand for garden 
hose; stocks good; prices as_ last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Garden hose, com- 
petition grade, 3-ply, %-in., 9c. per 
ft.; 5-ply garden hose, 10%c. per es 
% - in. molded hose, 12c. per ft.; %- in. 
hose about Ic. less. 


LAWN MOWERS.—Sales have been 
fairly good; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best standard 
grades of lawn mowers, 25 per cent 
from lists; 16-in. ball bearing mow- 
ers in ordinary grades, $9 to $10.50 
each, according to quality. 


NAILS.—Steady demand; stocks good; 
prices stationary. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, $4.10 per keg base; cement _ 
coated nails, $3.40 per keg base. 


PAINTS.—Very good demand for 
paints; stocks good; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints, $2.80 per gal.; second grade 
. house paints, $2.10 per gal.; best 
white lead, $12.83 per cwt. 


POULTRY NETTING.—Sales_ good 
but lighter than earlier in the season; 
stocks ample; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Hexagon Poultry 


Demand for automobile accessories and supplies remains 
very good, and sales in this line are about equal to those of 
There is a good demand for garden hose and 


netting, 45-5 per cent from standard 
lists. 


PYREX OVEN WARE.—Stocks are 
good; prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Pyrex oven ware, 
No. 101 casseroles, $1.33 each; No. 
197 casseroles, $1.11 each; No. 202 pie 
plates, 50c.; No. 210 pie ’plates, 67c.; 
No. 212 bread pans, 60c.; No. 231 
utility pans, 67c.; No. 12 tea pots, 
2-cup, $1.67 each; No. 24 tea pots, 
4-cup, $2 each; No. 36 tea pots, 6- 
cup, $2.33. 


ROPE.—Demand remains fair; stocks 
good; prices steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades of 


manila rope, 19%c. per Ib.; mene 
grades of sisal rope, 16%c. per lb 


SANDPAPER.—Demand good; 
ample; prices show no change. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
per ream, $5.85; second grade No. 1 
per ream, $5.25; Garnet paper No. 1 
per ream, $16.50. 


SCREWS.—Demand is fair but not up 
to previous volume; prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
screws, 75-5 per cent; round he 
blued screws, 72% per cent: flat head, 
japanned, 67% per cent; flat head, 
brass screws, 70 per cent; round head 
brass, 67% per cent. 


SASH CORD.—Demand remains fair; 
stocks good; prices as last quoted. 
We quote from jobbers’ stocks, 

f.o.b. Twin Cities: Best grades No. g. 
86c. per lb.; ordinary grades No. 8, 
56c. per Ib. 

SASH WEIGHTS.—Sales fairly good; 

stocks ample; prices stationary. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Sash weights, $2.50 
per cwt. 

SOLDER.—Demand slightly _ better. 
There has been a slight increase in 
price. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: uaranteed Half 
and Half Solder, 3l1c. per Ib. 

STEEL SHEETS.—Demand is light, 
with price reductions being made on 
substantial orders. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: 28-gage galvanized 
steel sheets, $5.95 per cwt.; 28-gage 
black steel sheets, $5.05 per cwt. 


TIN PLATE.—Demand remains about 
same as during past few weeks; stocks 
good; prices steady. 


We quote from jobbers’ . stocks, 
f.o.b. Twin Cities: Tin plate, furnace 
coke, ICL 20 x 28, $14.75 per box; 
roofing tin IC 20 x 28, 8-lb. coating, 
$14.25 per box. 


WIRE CLOTH.—Sales of good volume. 
Stocks ample; prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin eae Banna wire cloth 
12 x 12 mesh, $2.20 per 100 sq. ft.; 
galvanized cloth iz. x 12 mesh, $2.7 
per 100 sq. ft. 


neiliie 
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Keen Merchandisers are Concentrating 


on One Complete Quality Line— 





Also Manufactur- 
ers of Ferry No- 
Soun Shackle 
Bolt Nuts, to 
eliminate shackle 
squeaks and 
rattles. Write us 
for circular and 
full particulars. 


Numerous lines of cap and set 
screws—large inventories—heavy 
overhead—these are the things 
jobbers and dealers today are 
eliminating. 

Ferry provides a complete line of 
cap and set screws—every item 
top quality and guaranteed uni- 
formly accurate. Such a line 
means sales—satisfied customers 


—repeat sales. Turnover is speed- 
ed up—stocks and costly storage 
space are reduced. Business grows 
—consistently and steadily. 


Ferry products have a national 
reputation for leadership in their 
respective lines. It will pay you to 
look into the Ferry proposition. 
May we send you full particulars? 


‘‘If it’s upset—it must be heat-treated”’ 


The Ferry Cap & Set Screw Co., 


Cleveland, Ohio 





PROCESS SCREWS 











3 IN 1 Cement 


Established 1904 


RED X PRODUCTS 


FOR THE AUTOMOBILE, BICYCLE AND SHOE REPAIR TRADES. 
ELECTRICAL, FRICTION, WHITE MASON, AND RUBBER TAPE 





RUBBER CEMENTS FOR EVERY PURPOSE 


Auto Body Polish 


Patching Cement 

Vulcanizing Cement 

Relining Cement 

P. P. & B. Cement 

Bicycle Rubber Cement 

Wood Rim Cement 

Tire Gum for mending 
punctures in casings 

Airtite Solution for Bi- 
cycle Tires 

Rim & Gasket Shellac 

Paint & Varnish Remover 


“FORCE-O” 


The greatest fuel accelerator ever placed 
on the market. 


Removes the knock, prevents carbon 
forming, gives more power to the gaso- 
line, increases the mileage, and cools the 
engine. Contains nothing that will harm 
your motor or clog the carburetor. Gets 
you off to a good start in the coldest 
weather. 


Auto Metal Polish 

Auto Nickel Polish 

Top & Cushion Dressing 

Neatsfoot Oil Solution 

Carbon Remover 

Penetrating Oil 

Radiator Seal Compound 
(Liquid) . 

Radiator Seal Compound 
(Powder) 

Griptite Patching Outfits 

Rim Cement 

Gasket Shellac 


Nut Loosener 


ST. LOUIS RUBBER CEMENT COMPANY 


3952 W. PINE BLVD., ST. LOUIS, MO., U. S. A. 
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New England Sees Good Business Ahead 


as Industrial Conditions Improve 


(Boston office of HARDWARE AGE) 
EATHER conditions the past week were ideal for 
seasonable hardware goods sales, yet reports are 
received from various parts of New England that 
trade is not heavy. Jobbers report good buying, to be 
sure, but June will not go ahead of last year. 

From New England mill towns and cities the story is 
quite different. The first four months of this year job- 
bers did an excellent business, sales running ahead of 
those for the corresponding months last year. In May 
there was an abrupt drop due to conditions of textile mills 
and other industrial plants. Since then there has been 
some improvement, but the average showing for the first 


six months of this year will fall behind last year. Jobbers’ 
stocks are small, however, and the same is true of the 
average retail house, consequently the situation is not 
unhealthy and price changes are extremely moderate, so 
the shrinkage on inventories has hardly been noticeable. 

Everywhere one runs into optimism, however. While 
politics is more or less of a factor to be counted on, it is not 
so much of a factor as early in May and in June. There 
is a growing feeling that steel mill products have reached 
bottom prices; that the labor situation is sufficiently ad- 
justed; that money is plentiful enough and cheap to war- 
rant good business later in the year. 


Oils and Greases. — Mobiloil, cylin- 


APPLE PARERS.—Although the sea- 
son for active selling is some distance 
away, jobbers report advanced orders 
for apple parers. New Engiand, ac- 
cording to the last Government report, 
should produce a large crop of apples 
this season. In that event the retail 
hardware dealer has an incentive to 
push apple parer sales. 


We quote from Boston jobbers’ 
stocks: 

Apple Parers.—Little Star, $9 per 
doz. net; Rocking table, $12; Goodell 
turntable, No. 98, $12. 


AUTOMOBILE ACCESSORIES. — It 
seems reasonably safe to assume the 
automobile tire market is in an unset- 
tled condition. One of the largest man- 
ufacturers has come out with an open 
announcement of a reduction in prices 


of 10 to 15 per cent, and another is 
credited with cutting prices fully as 
much. Still another manufacturer is 
out with a reduction of 10 per cent on 
Ford sizes of gray tubes and 5 per cent 
on other kinds. 


We quote from Boston jobbers’ 
stocks: 

Automobile Accessories.—Apco line, 
steering wheel puller, $2.25 each, net; 
connectin rod wrench, 38c.; rear 


der, A. E. and Arctic, one-gal., $1.25 
per gal.; five gallons, $1.08% per gal.; 
30 gallons, $1 per gal.; 55 gallons, 95c. 
per gal.; Cylinder, B, 1-gallon, $1.30; 
5 gallons, $1.13% per gal.; 30 gallons, 
1.05 per gal. Transmission oil, C, 
1.05 per gal. Transmission grease, 
CC, 5-pound lots, 20%c. per Ib.; lubri- 
cant grease, in 5S-pound lots, $11.50 
er case of 12; in 1-pound packages, 
$10 per case of 48. Discount 25 per 
cent. 


BASEBALL GOODS.—Jobbers’ stocks 


wheel puller, $2.25; horn button, 57c.; 
rear wheel brake, $9.38; glass oil 
gage, 30c; ratchet wrench, $2.25; 
windshield wiper, $3.75; crankcase 
arm, 48c. and battery charger, $13.50. 

Springs.—Vulcan line, all makes, 35 
per cent discount; Ford sizes, 7-leaf 
front, No. 2000, $1.25, net; 9-leaf 
front, No. 2004, $2; 9-leaf rear, No. 
2009, $4.25. 

Pressure Gages.—Balloon tire, in 
lots of less than ten, $1.13 each; in 
packages of ten, $1.08 each. 


are still fairly heavy for this time of 
the year. Retail dealers, as a rule, 
bought sparingly, consequently they are 
in a more comfortable position than the 
jobber. 


We quote from Boston jobbers’ 
stocks: , 

Fielders’ Gloves.—No. 500, $4.50 per 
doz., net; No. 507C, $8.40; No. 509C, 
$10.75; No. 511, $16; No. 514, $19; No. 





COFFEE COWS 


) { little town of Springfield, Ky., has been sharply divided into two camps as 

regards the acceptance or non-acceptance of the theory of evolution. Friendships 
vf lifetimes have been broken. Neighbors do not speak. And the pro-Darwinians 
have had about as much to do with the fundamentalists as oil with water. 








There can be no question at all that man has “evoluted.” The whole question is 
as to what stage of his development he began this vastly interesting process. But, 
whether that beginning was as amoeba or Eden dweller, he certainly has “evoluted” if 
and the process is worthy of scientific study. 


And the same thing is true of merchandising conditions and processes. They, too, 
are continually “evoluting.” The condensed milk manufacturer today, for instance, 
who remains blind the fact that there are today 3,000,000 coffee cows and 750,000 
tea cows in this country will not long remain in business. It requires that many 
f cows to provide the cream for the coffee and tea which the nation drinks. Forty 
billion ounces of cream used in an equal number of cups of coffee represent one-eighth 
of the milk production of the country. 


The modern business man must keep abreast of “evoluting” conditions in his indus- 
try. He can do that best through the business associations and the business papers 
of his industry. Then, if he blinds his intellect to the facts, he is too much of a 
fundamentalist for success in business anyway. 
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OVER FIFTY YEARS 
OF CONTINUOUS MANUFACTURING IS THE 


GUARANTEE 


BACK OF 


WICKWIRE PRODUCTS 
SCREEN WIRE CLOTH 


CORTLAND PAINTED WIRE CLOTH WHITE METAL FINISH W1RE CLOTH 
WICKWIRE PREMIER WIRE CLOTH WicKWIRE BRONZE WIRE CLOTH 
Gray-WicK WiRE CLOTH 


POULTRY NETTING AND FENCING 
Hex. NETTING ‘Wickwire BRAND W W Pouttry FENCING 
GRADUATED POULTRY FENCING 


OTHER WIRE PRODUCTS 


Wire Rops WirRE Nalcs WIRE Wire STAPLES 
METALLIC Coat SIEVES Corn PopPERS DisH Covers 
CopPERAS OR SULPHATE OF IRON 


WE MAKE SPECIALTY IN WIRE NAILS PUT UP IN \% to 25 Lb PACKAGES 


Write your Jobber for Full Information and Prices 


WICKWIRE BROTHERS 


ENTIRE FACTORY AND OFFICES 
CORTLAND, NEW YORK, U.S. A 






BRIDGEPORT. CONN. - 


IRON—STEEL—BRASS—BRONZE 
AND MONEL 


THE BRIDGEPORT SCREW CO., Bridgeport, Conn. 


4 


a 


Representatives: 


George E. Quigley, Detroit 
Dan M. Bell, Dallas, New Orleans 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
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522,' $22; ‘No. 525, $22; No. 534, $25; 
No: 643, ' $29; No. ‘552, $26.50; No. 144, 
$23 


Catch ts’ Mits. —No. 560, $12 per 
doz. we No. 574R, $16; No. 578T, 
$25. 50: ‘No. 577, $27; No. 588, $54; No. 
592, 7 

Baseman Mits.—No. 603, $16 
doz., net; No. 608, $27; No. 625 40. 

Masks.—Boys’ No. 25M, $4. 50 per 
doz.,-net; Youth’s, No. 31M, $19; 
Men’s No. 41M, _ 

Chest Protectors. — No. 903, boys’, 
$25.75 per doz.; No. 920, big league 
size, $46. 

Bats.—Crack-A-Jack, $2 per doz., 
net; Junior League, $3. 60; King of 
Field, $7.20; burnt oil finish, $10.00; 
Professional League, $12; Bing- Go, 
le; youth’s assorted sluggers, $7.20; 

uisville Slugger, Jr., $5.40; Louis- 
ville Slugger (regular), $16.20. 

Basebalis.—Per dozen, net, Dandy, 
75c.: Boys’ Favorite, $1.65; Young 
America, $2; Junior League Special, 
$2; Junior League, $3.75; Boys’ 
League, $4; Dollar Lively, $6; Pro- 
fessional League, $8; Hardwood 
sia 50.” $12.50; National League, 
14.50. 


BRUSHES.—Real summer weather has 
materially speeded up the sale of 
paints. Naturally there is an improve- 
ment in the movement of brushes out 
of retail hands. Most retail dealers, 
however, were well protected on stock, 
consequently jobbers are receiving few 
repeat orders. 
We quote from Boston jobbers’ 


stocks: 
Brushes.—Paint, wall, $5 to $60 per 
doz., net; varnish, $3.50 to $25; calci- 


mine, $10.50 to $90; whitewash, $3.50 

to $130. 
CLIPPERS.—Hot weather has left its 
impress on the toilet clipper market. 
Many a retail dealer has made good 
sales since last reports. The wholesale 
market, on the other hand, is quiet and 
without special feature. 

We quote from Boston jobbers’ 
stocks: 


Toilet Clippers.—Khedive, 90c. each; 
Plymouth, No. 00, $1.10; No. 0, $1.20; 
Mayflower, No. 00, $1.25; No. 0, $1.25: 
Success, No. 1, $1.50; No. 0, $1.65; 
No, 00, $1.88; Capital. No. 1, $2.35; 
No. 00, $2.60. 

Stewart No. 1 Ball Bearing Clipping 
Machine, $12.75; No. 360, Top Plate, 
1.25; No. 361 Bottom Plate, $1.75. 

iscount, 33% per cent. 

Stewart Electric Clipping Machine, 
all standard voltages, hanging type. 
$80 f.0.b. Chicago; pedestal type, $85 
f.o.b. Chicago. Discount, 25 per cent. 


CROQUET SETS.—An_ improvement 
in the demand for croquet sets is re- 
ported by both wholesale and retail 
firms. Business is by no means brisk, 
however, yet it is generally felt that 
stocks will clean up much better than 
anticipated three or four weeks ago. 


We quote from Boston jobbers’ 
stocks: 

Croquet Sets.--No. G, four ball, 
$1.40 per set: No. O, five ball, 
$1.90; No. H, eight ball, $2.35: No. B, 
eight ball, $2.75; No. N, eight ball, 
$3.75; No. A, four ball, $4.25; No. 
AA, eight ball, $5.50. 

DOOR SPRINGS.—The past week’s 
weather conditions made open doors a 
necessity. This fact is reflected in an 
improved call for door springs. The 
improvement is slight, yet encouraging. 


- quote from Boston jobbers’ 
stock 


bear Springs. “~*~ 11, 45c. per doz. 
net; No. 12, 50c.; No. 13, 55c.; No. 
14, 60c.; No. 15, 67c. 
FREEZERS.—Ice cream freezers have 
shown more life the past week than 
at any previous period this season, 
thanks to higher temperatures. Re- 
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tail stocks are small, but up to now 
they have been ample for all require- 
ments. 

We quote from Boston jobbers’ 
stocks: 

Freezers.— White Mountain, 1-qt., 
$4.85 list; 2-qt., $5.65; 3-qt., $6.75; 
4-qt., $8. 25; = -qt., $10.45; 8-qt., $13.50; 
10- -qt., $18.00 : 12- qat., $21.50; 15-qt., 
$25; 20-at., $33.20; 25- qt., $42.60. 

Arctic, 1-qt., $4 list; 2-qt., $4.60; 
3-qt., $5.55; 4-at., $6.80: 6-qt., $8.66; 
8-qt., $11. 10; 10-at., $14.80; — 
$16. 65; 15-qt., $23.30; 20-qt., 

Jobbers’ discount, 50 per cont from 
store or factory. 

Alaska, 1-qt., $2.95 list; 2-qt., =. 45; 
3-qt., $4.10; 4- qt., $5; qt., 6.30: 
8-qt., $8.20; 10- o * $10.75; 12. at., $14; 
15-qt., $17. Discount, 20 and 10 per 
cent. Alaska special, 2-qt., only, 
$2.25 less one-third off. 

Auto Vacuum, 1-qt., $5 list; 2-qt., 
$6: 3-qt., $8; 4-qt., $10. Discount, 
33% per cent. 


FRUIT PICKERS.—While New Eng- 
land’s fruit crops are not very far ad- 
vanced, initial orders for fruit pickers 
have been quite satisfactory. The past 
week saw quite an improvement in for- 
ward bookings by jobbing houses here. 


We quote from Boston jobbers’ 
stocks: 

Fruit Pickers.—Peerless, No. 299, 
without wire-wound socket. ren 50 per 
doz. net; Perfect, No. 327, $5.5 


GARDEN TOOLS.—Retail oie in 
most of the districts visited since last 
week report quite a good business in 
garden tools. The first rush of buying, 
started some weeks ago, subsided. Now 
the general public is partaking in be- 
lated buying or in replacements. 


We quote from Boston jobbers’ 
stocks: 

Hoes.—Shank, 7%-in., $8.70 a doz. 
net; socket. 7%-in., $9.60: round top 
onion, $9.90: socket meadow, 9-in., 
$10.55: Rhode Island, shank, 9-in., 
$10.05; socket, $10. 

Rakes.—Light steel, 12 teeth, $4.80 
per doz. net; 14 teeth, $5.10; 16 teeth, 
$5.60. Regular garden, 12 teeth, $8; 
14 teeth, $8.55: 16 teeth. $9.35; steel 
gravel, 14 teeth, $10.95; 16 teeth, 
$11.90. 

Edgers.—Turf, long handle, $10.80 
per doz. net. 


HAMMOCKS. — Although business 
could be better, the recent warm 
weather has improved sentiment in re- 
gard to hammocks, both among the re- 
tail hardware trade and the general 
public. If a family cannot boast a 
sleeping porch they can provide them- 
selves with hammocks at comparative- 
ly little expense. Hammock sales can 
be speeded up if the retail dealer goes 
at it in the right way. 


We quote from Boston jobbers’ 
stock 

+ makes of 
couch styles, No. 600, windshield, Na- 
tional spring, boxed mattress, deep 
valance, $11 ee net; No. 640, $11.88: 
No. 700, with adjustable back, made 
in two colors, $15.65; No. 703, striped, 
two colors, $19 

Canopies.—No. K7, green and gray, 
$6.50 each net. 

Stands.— No. Al, angle iron, 5-ft. 
8-in. high, $4 net each. 

Chain.—3 ft., $2.50 per doz. pair, 
net: 6-ft., $4. 


HAYING TOOLS.—Many a New Eng- 
lander has taken in his first crop of 
hay and is planning to secure a good 
second crop. Haying tools naturally 
are in normal demand, scythe stones 
being especially active, according to the 
jobbing trade. 


We quote from Boston jobbers’ 
stocks: 
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Haying Tools.—Hand rakes, wood 
bow, two bows, $6.90 per doz. net.; 
steel bow, $7. 15. Lawn rakes, wood 
bow, three bows, $8.75; steel bow, $9. 
Drag rakes, p 

Scythes.—Little Giant, 28 to 32-in.; 
30 to 36-in., 34 to 38-in., 36 to 40- ry * 
$16.7 er doz. net. Bramble, $16.5 
Brush, $16.50. 

Snaths.—Ash, $14.50 per doz., net; 
cherry, $16.75; brush, $16. 

Scythe Stones. — Round English, 
$2.25 per doz., net; Star, $1.35; est 
End red, $1. 10. Green Mountain, $9 
per gross; Black Diamond, No. 1, 
$15.20; Chocolate, No. 1, $1.70 per 
doz.; Carborundate, No. 188, $1.95; 
No. "190, $1.95; No. 191, $2.34; No. 
192, $2.34. 


HOSE.—Although showers and rains 
have been experienced in various parts 
of New England the past few days they 
have not slowed up the sale of rubber 
hose, which was stimulated by hot 
weather. 

We quote from Boston jobbers’ 
stocks: 

Rubber Hose. — %-in., in 50-ft. 
lengths, Commercial, 8c. per ft. net; 
Pointer, 8%c.; Leader, 94%4c.; Olympia 
(wire wound), 10c.; Good Luck, llIc.; 
Vim, 10%c.; Milo, 12%c.; Bull Dog, 


13%c. For 25-ft. lengths add %éc. 
per foot. 


HOSE ACCESSORIES.—With the im- 
proved demand for rubber hose has 
come, as might be expected, a better 
call for hose accessories. Lawn sprin- 
klers, however, are not selling as well 
as they perhaps might. 


We quote from Boston jobbers’ 
stocks: 


Reels.—Hose, Reel-Ezy, $18 per doz. 
net; Victor, $2 each net; Wirt & 
Knox, $3.75 each net. 

Tape.-—Bulldog friction, 45c. per Ib. 
net. 

Washers. — Good Luck, 60c. per 
gross net. 

Sprinkliers.—Rain King, $2.33 net. 


IRON AND STEEL.—For the first time 
in many months jobbers have revised 
prices on iron and steel. Tire steel has 
been reduced 30 cents to 40 cents per 
100 lb.; steel bands and hoops, 20 cents; 
soft steel and refined and best refined 
iron bars, steel flats, concrete bars, 
structurals, toe calk steel and plates, 
15 cents. Otherwise prices remain as 
heretofore. The drop is based on re- 
cent price concessivns made by the steel 
mills. 


We quote from Boston jobbers’ 
stocks: 

Steel.—Soft steel bars, $3.36% per 
100-lb. base; flats, $4.25; plain concrete 
bars, $3.61%; deformed concrete bars, 
$3.61%4; tire steel, $4.50 to $4.75; open 
hearth spring steel, $5 and $10; ‘cruci- 
ble spring steel, $12: bands, $4.11% to 
$5. nit hoops, $5.10 to $6.10; half 
rounds, $4.90; ovals, $4.90; hexagons, 
$3.36 6%. cold rolled steel, $4. 35 to $4.85; 
toe calk steel, $6; structurals, an 7 
and beams, $3.46%; plates, $3.46 

Iron. — Refined iron bars, $3.36%4: 
best refined, $4.60; Wayne, $5.50; 
Norway iron rounds, $6.60; squares 
and flats, $7.10. 

Differentiais.—Quantity, lots of less 
than 1000 Ib. of a size, 50c. per 100 Ib. 
extra; lots of 1000 to 1999 Ib., 20c. 
extra. 


LETTER BOXES.—Letter boxes are 
beginning to move again in sufficient 
quantities to attract the attention of 
jobbers. 


bed quote from Boston entail 
stoc 
yh Boxes. — Corbin line, No. 
2477, $8 ‘ doz., net; No. 2406, $8.65; 
No. 2416, $12; No. 2418, $12; No. 2, 
$14.50; No. 4, $18; No. 2437, $5. 40. 
Hessler rural delivery, $11 per doz., 
net. 


Reading matter continued no page 138 
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As Everlasting As The “Rock Of Gibraltar’ 


Gibraltar—what a fortification! It has stood for ages against the dash- 
ing waves impregnable to the ravages of water. 


. “RINGCO” Bath Room Fixtures made of SOLID BRASS, also per- 
ly /S Ly manently withstand the water test. 











NO. 3769 WALL SOAP DISH 


Not so with “Camouflaged” iron or steel bath room Knock an iron or steel bath room fixture and off 
fixtures. chips the enamel exposing the surface to water contact 
and soon follows rust and corrosion—then decay and 

What happens when soap collects a rusted scale from utter ruin. 


a rusted iron or steel wire soap dish? , , 
What a contrast to the beautiful, heavily nickeled 


_The hands and towels and wash cloths are stained SOLID BRASS “RINGCO” Bath Room Fixtures 
from using the soap—the dripping water from the wet which fortify home owners against all these troubles 
soap carries Red rusty water to the white porcelain and never rust or wear out. 
bowl below which it spots and discolors. Your Jobber will be glad to supply you. Send for Catalog. 


AMERICAN RING COMPANY, Waterbury, Conn. 


Branch Offices: God 


New York, No. 2 Hudson St. Chicago, No. 29 E. Madison St. ° ° 
San Francisco, No. 116 New Montgomery St. Boston, No. 170 Summer St. 
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Tackle Block Features that Win the Trade 


, = are three things in malleable shell blocks that users look for— 
assurance against costly accidents—freedom from replacement expense—and 
long life. 

These are just the things we Sui/d into Mapvesco Malleable Shell 
Blocks, and we do it by employing the following features: 


Countersunk nuts that can’t unscrew #3 

Cotters that can't drop out 

Straps of sturdy wrought steel 

All drop forged fittings 

Shackles and hooks made cf specially selected steel, (our 
34-inch shackle, for instance, stood an actual dead weight 
test of 22 tons before shearing) 

6. Sheave pins are supported by the straps and not by the shell 
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7. Straps are long, running the full length of the block vey 
8. An overload capacity is built into every block ¢ 
But better proof still of the superiority of Mapesco Tackle Blocks is hs 


found in the repeat orders coming in from dealers all over the country, 
whose customers know Mapesco Tackle Blocks and demand them. 


Send for the Mapesco Catalog and put some good-will and repeat Pe 
sales to work earning you more profit. : 


a 
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MARINE ‘DECKING & SUPPLY CO. Bs 
EASTON, PA. : 


Tackle Blocks 
Stand the Gaff 
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NAILS.—Jobbers have reduced prices 
on galvanized roofing nails, 14-in. head, 
40 cents a keg. Nail prices otherwise 
remain unchanged. The movement out 
of jobbers’ stocks is only fair at best, 
and out of retail stocks moderately 
good. 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, $3.90 per keg, base, 
from store: from mill in less than 
carload lots, $3.25 per keg, base, and 
in carload lots, $3 per keg, base, 
f.o.b. Pittsburgh. Galvanized wire 
nails, 1-in. and longer, add $2.50 per 
keg; shorter than lL-in., $2.75; cut 
nails from store, $4.55 per keg base: 
direct shipments, car lots, $3.60 per 
keg, base; in less than car lots, 
$3.75; Tremont, cut nails from 
store, $4.35 per keg, except hard- 
ened ‘steel, which are $8.10; from mill, 
$4.05 f.o.b. Wareham, Mass., except 
hardened steel, which are _ $7.60; 
Western cut nails, direct shipments 
only, $3.75 base, f.o.b. Pittsburgh: 
galvanized, four pennyweight and 
, Smaller, $6.30 f.o.b. factory base; 
larger, $7.05; from store, four penny- 
weight and smaller, $6.80 base; larger 
$7.55: cement coated nails from mill, 
in less than carloads, $3.75 per keg, 
base; in carloads, $3.45; hard steel 
nails, from store, $8.10 per keg, 
base; from factory, $7.60: blued 3- 
pennyweight, light sterilized lath, 
$2.05 per keg. Galvanized roofing 
nails, %-in. head, $8.10 to $8.70 per 
keg net. 


PRESSES.—Fruit presses are moving, 
although not in quantities as yet. As 
compared with a year ago sales make 
a good showing, however. 

We quote from Boston jobbers’ 
stocks: 

Presses. — Fruit, Brownie, 8-qt., 
$4.50 net: Dutcher, No. 00, $6.75; 
No. 0, $8.50; No. 10, $12; No. 20, $19. 

REFRIGERATORS.—tThanks to _ the 
more seasonable weather, refrigerator 
sales have improved. Jobbers, in a 
majority of cases, have no fault to find 
with the season to date. Retail sales, 
collective, are believed to be well ahead 


of 1923 records to date show. 


We quote from Boston jobbers’ 
stocks: 

Refrigerators.—Eddy line, in lots of 
less than five, 50 per cent discount. 
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Prices range from $24.50 to $179.50 
each list. 


ROOFING MATERIAL.—Jobbers re- 
port quite a run of business the past 
week, which, they say, is a clear indica- 


tion that many roofs are being repaired. 


We quote from Boston jobbers’ 
stocks: 

Roofing Paper.—Japroid line, slate 
surface, imprinted, $3.40 per _ roll; 
plain standard, $2.40 and $2.65; Lead- 
er, light (35 Ibs.), $1.70; medium (45 
Ibs.) $2.15; heavy (55 Ibs.), $2.65; 
Rockroid, light, $1.05; medium, vi; 
heavy, $1.60. 


Shingles. — Japroid line, lock oon, 
$5.25 per square; super giant, 12%- 
in., $9; individual, $6.25; super strip, 
$7.25; strip, 10-in., $6.35. 

Paper.—Bermico sheathing, $85 a 
ton; Japroid sheathing, $67.50; tarred 
felt, larger rolls, $64.50 a ton; smaller 
$65.50 a ton. 

Roof Coating. — Stormtight, liquid, 
green and red, 5-gal., $3.40 per gal.; 
l-gal., $3.50; plastic roof cement, 5- 
gal., 32c. list; I-gal., 35c. Discount 
3344 per cent. 

Roof Coating. — Liquid, black, in 
drums or barrels, $1 per gal. net: 
in half barrels or drums, $1.07 per 
gal. ; in 20-gal. lots, $1.20 per gal.: 
in 15-gal. lots, $1.20; in 10- gal. lots, 
$1.20; in 5-gal. lots, $1.27; in 1-gal. 
lots, $1.34. Other colors cost consider- 
ably more. 

Roof Cement.—Plastic, black, in 50- 
lb. lots, $12.67 per 100 Ilb.: in 25-Ib. 
lots, $12.74; in 10-lb. lots, $14; in 5-Ib. 
lots, $14.67; in 1-lb. lots, $16.67. Other 


colors cost more. 
Primers.—In 1-gal. lots, $1; in 5-gal. 

lots, 94c. a gal.; in 10-gal. lots, 84c. 

a gal. 
ROPE.—Rope is selling well, all things 
considered, but not as well as it might 
because of the backwardness of the 
yachting season. 


We quote from Boston jobbers’ 
stocks: 


_Rope.—Manila, 19c. per Ib., base; 
sisal rope, 174%4c.; hay rope, 16c.; cot- 
ton rope, 52c. 


Lathe Yarn.—Sisal, C130, 15c.; D200, 
16c. per Ib. 


SASH CORD.—At least one of the 
leading manufacturers of sash cord 
has cut prices 2 cents per lb., but job- 
bers prefer to await the action of other 
makers before changing their lists. 
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We quote from Boston jobbers’ 
stocks: 

Sash Cord. —Acme, No. 6, 59c. per 
lb.; No. 7, 57c.; Nos. 8, 9, 10 and 12, 
56c. ; ; Sachem No. 7, 5ac.; No. 8, 54c.: 
Samson spot cord, No. 7, 85c.; Nos. 
8, 9 and 10, 84c. 


SCREENS AND DOORS.—tThe recent 
hot weather has further speeded up 
screens and door sales. 


We quote from Boston* jobbers’ 
stocks: 

Screen Cloth. — Black, 12-mesh, 
$2.40 per 100 sq. ft.; 14-mesh, $2.90; 
Opal 12-mesh, $2.95 per 100 sq. ft.; 
14-mesh, $3.45; 16-mesh, $3.95; all 
from Boston store. Direct mill ship- 
ments, f.o.b. Pittsburgh, black, 12- 
mesh, $2.15; 14-mesh, $2.65. Bronze 
screen cloth, widths 24-in. to 48-in., 
from stock, 73,c. per sq. ft.; factory, 
714¢.; 16-mesh, 8c.; 18-mesh, 8léec. 

Screen Doors.— No. 241, 2 x 6, 
$20.80 per doz.; 2 x 8, $21.75, 2 x 
10, $22.80; 3 x 7, $23.80; No. 454, 2 x 
6, $28.40; 2 x 8, $29.60; 2 x 10, $30; 
; 4 7, $32.10; No. 45G, 2 x 6, $24.45; 

8, $25.75; 2 x 10, $27.20; 3 x 7, 
$38.60. All prices net from store. A 
10 per cent discount is allowed on 
direct factory shipments. 


WRENCHES.—The recent adjustment 
in prices on some kinds of wrenches has 
had no appreciable influence on busi- 
ness, which remains more or less in- 
different. 


We quote from Boston jobbers’ 

stocks: 
_ Knife and Steel Handle.—Coes, 6- 
in., $15 doz.; 8-in., $18; 10-in., $22; 
12-in., $28; 15-in., $38; 18-in., $48; 
21-in., $58. 

Key Model.—Coes, 28-in., $18 each; 
36-in., $38; 48-in., $84. Discount of 
40 and 10 per cent off list is allowed 
on the above wrenches. 

Pipe Wrenches.—Stillson, 6634 per 
cent discount; Trimo and Walworth, 

per cent off list. 

Miscellaneous. — Drop _ forged 
wrenches, 62144 per cent discount; 
Westcott, 25 per cent discount; agri- 
— wrenches, 60 per cent off 
ist. 

We quote f.o.b. factories: 


Snap-on Wrenches.—No. 50, Radio 
and Electrical Set, $4: No. 101, Mas- 
ter Service Set, $15.25; No. 202, 
Heavy Duty Set. $8.80; No. 404, 
Flexible Socket Set, $8.75: No. 505B. 
Screw Driver’ Blades, $3.40. All 
Snap-on Wrenches less 40 per cent 
f.o.b. Milwaukee. 





their own power?” 


} stop.” 





) race was in progress. 
tion. ‘“What’s the idea?” I queried. 


The answer was a revelation. 


Modern business is like those racing cars. 
meet high speed competition. 


: Keep the Business Car Running 


FEW days ago I saw two racing cars being towed to a park where an auto 
It struck me as rather remarkable that these 
wonderful speed machines should be ignominiously dragged to their destina- 
“Why don’t those cars run to the track on 


“They’re geared too high,” the driver an- 
swered. “They simply cannot run slow enough to be driven in traffic. If we 
attempt to slow them down below a certain speed, the engine dies and they ) 


It has to be geared high to | 
It isn’t designed for slow races. The merchant 
who attempts to go too slow, who over reduces his selling staff, who cuts his ) 
buying too heavily, who allows his stock to dwindle too far, finally reaches a 
point where his business engine quits running. 
It is wisdom to drive carefully when conditions demand it, but don’t go 
) too slow. You might stop. 


—Llew S. Soule. 








Reading matter continued on page 140 
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Among those who love fine things, 


Heisey Glassware 









has long been established as the standard of 
quality. 

Asa Heisey dealer, these discriminating people will 
come to. you for the glassware that bears the dis- 
tinguishing § mark. There is an endless variety ot 
Original Heisey patterns and shapes from which 
they car select. 


The Heisey line will be a source of most gratifying 
profit to you. 

















Write for particulars 


A.H. Heisey & Company 


Department H. A. Newark, Ohio 
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8-In ch 


Northwind 


A Hundred iin 
Distributors 


two speed switch. Can 
be used on wall, desk or 
table. Guaranteed for 
one year. 





Ready to fill your 
orders for— 


10-inch 


Northwind 
The Low-Priced 
Oscillator 





Dull brass blades; 
dull black base; three- 
speed switch: adtust- 
able oscillating 
r ) , ; . mechanism. For desk, 
lhere’s a distributor near you! Wire (our table or wall use. 


expense) for his name. 
THE EMERSON ELECTRIC MFG. CO. 2 F AN S | 


2018 WASHINGTON A 
50 CHURCH ST. — that meet 75% 
NEW YORK CITY ST. LOUIS, MO. of the demand 


The Best Little Fan 
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Ace Hardware Mfg. 





CAUTION! 


The sale of Knife Sharpeners in your 
store may be a big item—or it may be 
proportionately small. But regardless 
to the number of sales, its importance 
as a representative product from your 
store cannot be overestimated. Tak- 
ing advantage of the advertising done 
by the Ace Hardware Mfg. Corp. for 
the Ace Knife Sharpener, a flood of 
cheap imitations has swamped the 
hardware market. The resulting con- 
dition has become serious. 


A good knife sharpener cannot be 
made right and marketed right for 
less than one dollar. Any disc sharp- 
ener that can sell for less than that 
is either made of inferior material 
that cannot serve, or it is taking a 
short cut to the consumer that will 
eventually hurt you. 


The consumer is influenced to buy by 
the Ace advertising. If he has seen 
a similar article for sale cheaper 
somewhere else he may want to pay 
less than a dollar. But you can make 
a real friend and a repeater if he 
walks out of your store with an Ace 
in his pocket in spite of himself. It 
may mean a few words of salesman- 
ship on just a dollar article, but his 
confidence in you will pay big divi- 
dends on other sales. 


The Ace Knife Sharpener is not sold 
by canvassers with the knowledge of 
the company. We would appreciate 
it if you would write any complaints 
of this nature direct to us. 


Philadelphia” 


Manufacturers of the Ace Potato 





Corp. 


Chicago San Francisco 
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Hand to Mouth Buying 
in Pittsburgh 
—Increased Demand 
for Wire Products 


(Pittsburgh office of HARDWARE AGE) 


ARDWARE jobbers report a fair improvement in 
H the volume of buying in the past week or two, 
due almost wholly to better weather conditions and 
affecting seasonable goods to a much greater degree than 
other lines. Sales of such articles as ice cream freezers, 
screen doors and windows, hammocks, sporting goods and 
various other summer goods have moved out much more 
rapidly. 

As a whole, however, the hardware jobbing business is 
not satisfactory, reflecting a very much reduced volume of 
buying from retail stores by the general public. Hard- 
ware retailers are ordering goods on a hand-to-mouth 
basis, and jobbers and manufacturers are to a large ex- 
tent carrying the stocks. 

In the steel industry there has been no marked change 
during the past week. Some of the lighter lines, such as 
sheets, hoops and bands and wire products, have shown 
a slight improvement, but the heavier steel products are 
in no better demand. The steel industry is working at a 
very low point, probably not in excess of 40 to 45 per 
cent of capacity, and there is at the moment no real pros- 
pect of improvement. Opinion in the trade, however, is 
that ordinary replenishment demands must increase dur- 
ing the next thirty to sixty days. This opinion is based 
upon the fact that production is probably below the ordi- 
nary needs of the country. 

There has been no real activity in buying during the 
past week or ten days except in pig iron. One company 
placed orders for 27,000 tons, of which 22,000 tons will 
be shipped from Valley furnaces at $19, furnace. This is 
the lowest point Valley foundry iron has reached since 
the first quarter of 1922, indicating to observers in the 
trade that the bottom of this price decline has probably 
been reached. The extent of the price decline which be- 
gan in 1921 and continued until about the end of the first 
quarter of 1923 brought foundry iron down to $19 or 
slightly less, and it is regarded as unlikely that the pres- 
ent downward movement will extend much, if any, further 
than that of 1921-22. 

Improvement in business may not come quickly, but the 
general observation is that when the turn about sets in 
its effects will be quickly felt, because of the fact that in 
most lines stocks in the hands of manufacturing consum- 
ers, jobbers and retailers are extremely low, and any 
quickening of demand anywhere along the line will make 
reordering an immediate necessity. 
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AUTOMOBILE TIRES. — Local job- 
bers have received notice that reduc- 
tions in prices of automobile tires will 
take effect this week. Over-produc- 
tion of tires is given as the reason for 
the decline, manufacturers finding it 
necessary to move large stocks. 


BARS—Soft steel bars and bar iron 
are unchanged in price either from mill 
or from warehouse stocks. Cold fin- 
ished steel rounds are now quoted by 
jobbers at 3.90c. per lb. and squares, 
hexagons and flats at 4.40c. per Ib. 


BOLTS, NUTS AND RIVETS.—There 


is nothing very good that can. be 
said about the present condition of 
this trade. Prices are demoralized and 
business is of extremely small propor- 
tions. We quote for shipment out of 
jobbers’ stocks as follows: 


Machine bolts, small rolled threads, 
60, 10 and 10 per cent off list; all sizes 
cut threads, 60 and 10 per cent off 
list; carriage bolts, small rolled 
threads, 60 and 10 per cent off list; 
all sizes cut threads, 50, 10 and 10 per 
cent off list; nuts, hot-pressed blank 
or tapped, 4.75c. off list; c.p.c. and t, 
blank or tapped, 4.25c. off list; rivets, 
small wagon and tinners, 60 and 10 
per cent off list. 
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SHEET STEEL.—Some of the leading 
makers of sheets report a slight gain 
in orders. To show how slight this is, 
however, it caused a gain of only 1 per 
cent in a week in the operations of the 
leading producer. Some of the mills 
will be shut down for several days over 
the Fourth of July, and possibly sev- 
eral will remain shut down for at least 
a week. Jobbers’ quotations follow: 


Galvanized, flat, base, No. 28 gage, 
$5.75 per 100 Ib.; ae base, No. 
28 gage, 2% in., $4.87 per square in 
lots of 1 to 9 bundles; one pass cold- 
rolled black, No. 28 gage, base, $4.65 
per 100 lb.; galvanized conductor pipe, 
3 in., No. 29 gage, $4.80 per 100 ft. 


HOOPS AND BANDS. — Despite the 
small demand for hoops and bands, 
prices remain fairly stable. Local job- 
bers have reduced prices on hoops and 
bands out of stock to 3.75 cents per 
lb. The cotton tie season will be 
opened shortly but prices have not yet 
been named. 

PLATES AND SHAPES. — Local job- 
bers now quote steel plates, 4-in. and 
heavier, at 3.10c. per lb., and structural 
shapes at the same figure. Steel plates, 
3/16-in. and lighter, are quoted at 
3.35c. per Ib. 
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TIN PLATE AND TERNE PLATE.— 
There has been so much wet weather 
during the past two or three months 
that a very small amount of roofing 
business has been done, and naturally 
this has seriously affected the demand 
for roofing plate. There has been a 
slight improvement in the past two or 
three weeks. Prices are unchanged. 


WIRE PRODUCTS.— Hardware job- 
bers and retailers are ordering nails 
and wire in small lots, but frequently. 
The mills have large stocks of nails 
on hand, but stocks of jobbers and re- 
tailers are reported to be low. Some 
jobbers now quote wire nails at $3.30 
per keg, base; cement coated nails at 
$2.90 and black and galvanized wire at 
$3.20 per 100 lb. 


Jobbers quote retail trade from 
stocks as follows: 


Wire nails, $3.25 to $3.35 base, per 
keg; galvanized, 2-point cattle wire, 
$3.29 per spool; galvanized, 2-point 
hog wire, $3.57 per spool; galvanized 
4-point cattle wire, $3.52 per spool; 
galvanized, 4-point hog wire, $3.80 
per spool; No. 9 annealed fence wire, 
$3.15 per 100 Ib.; No. 9 galvanized 
fence wire, $3.60 per 100 lb.; woven 
wire fencing, 64 per cent off list. All 
a aveve prices on spools are for 

-rod. 





Retailers 


Wring-a-Mop Helps 
Mop Sales 


With a view of assisting its re- 
tailers in the sale of its line of mops, 
the Peter Boller Machine Works, 122- 
124 N. Curtis Street, Chicago, IIl., 
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has recently developed the plan of fur- 
nishing for display or free distribution 
to mop customers two Wring-a-Mops 
with each half dozen lot of its No. 13 
mops, or four with each dozen assort- 
ment. 

The Wring-a-Mop is a toy mop 
wringer which is an exact duplicate in 
miniature of the company’s regular 
mop wringers. 

The toy has a black enameled steel 
frame with wooden rollers, the whole 
being securely fastened to a strong 
metal pail. The pail is enameled in 
bright red and encircled with gold 
bands at the top and bottom. 

The mop wringer should appeal irre- 
sistibly to the little folk and provide a 
plaything that is not only entertaining 
but useful as well. It should also make 
a striking window or counter display. 
The company will also supply Wring-a- 
Mops separately. 


Self-Blowing Torch Is Efficient 
in Operation 


The “Jiffy” Self-Blowing Torch and 
Soldering Outfit, made by the Apex 
Stamping Co., Riverdale, IIl., is built to 
withstand hard usage over a long 
period of years. It is a valuable addi- 
tion to any tool kit, for thawing out 
frozen radiators, soldering and repair- 
ing broken electric or ignition wires, 
and should prove valuable to the man 
who builds his own radio, being quicker 
and more efficient than the electric iron. 
There is nothing to get out of order, 
and the torch is simple in operation, 
safe and cannot explode. It should also 
prove a valuable addition to the camp- 
ing outfit for cooking and for boiling 
water, as well as for repairing leaks in 
milk cans, tubs and buckets, and thaw- 
ing out frozen »umps and pipes. The 
torch is also useful for removing paint 
and varnish from automobile bodies 
and wood surfaces, and can be used any 
place a strong blue flame is required. 
The torch is made entirely of brass 





with a flexible copper burner coil, its 
operation depending on expansion. 

The soldering outfit complete consists 
of one Jiffy Torch, a small copper 
soldering iron, string solder and a 
bottle of Jiffy non-corrosive liquid flax 
which makes it possible to solder steel 
as well as other metals. 
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“I buy most of my stuff at Jim 
Harvey's now—everything’s so easy 
to find.” 


“What - do - you - mean — easy to 
find?” 


“Just that. 
out the nails, I remind myself of the 


While Jim’s measuring 


tools I always need—everything’s in 
plain sight.” | 


What Do 
People Say About 
Your. Store? 


Do they call it the most up-to- 
date store in your town? Do 
they tell their friends and 
neighbors how easy and pleas- 
ant it is to buy in your store? 


Duluth store equipment makes 
buying easy. It shows the 
goods. It suggests more pur- 
chases than the customer ex- 
pected to make. It tones up 
your store, and it tunes up 
your cash register, too! You 
can install it section by sec- 
tion. " You can spend a little 
money at a time, and make 
your store grow as sales grow. 


Re-arrange your stock the Du- 
luth way, and increase turn- 
over three or four times a 
year—our booklet ‘‘Showing 
Is Selling’’ tells how! 


Get the book. Study it—it’sa 
money-maker. 
copy. 


Ask for your 
It’s FREE. 


DULUTH SHOW CASE CO. 
DULUTH. MINN. 


It’s a proven fact that goods displayed 
the Duluth way are two-thirds sold. 


Reading matter continued on page 142 
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Follow the Picture— 


Make This Test 




















It is no longer necessary to sell a 
man on the accuracy of a Measur- 
ing Rule, nor on the convenience of 
a Folding Rule. 


But when you consider the flexi- 
bility required in a folding rule it is 
essential that when opened that suf- 
ficient strength be built into it to 
withstand the strain. 


So we say: Follow the picture— 
make this test: Hold an A\ MERICAN 
6-ft. rule at full length—keep it 
straight—twist it gently—it can 
be twisted two full turns with- 
out breaking—don’t twist it more 
—that’s enough to convince any 
customer that 4\MERICAN Fold- 
ing Rules have the “backbone” to 


stand the requirements. 


They’re made of caretully se- 
lected and thoroughly seasoned 
flexible Maple, with snug fitting 
lock joints of cold drawn steel, 
Brass plated. These joints have 
specially designed springs made of 


high carbon steel. 





We make a complete line of folding rules. 
Also complete line of glazier’s rules, milk 
measures and all special scales. Your jobber 
can take care of your requirements. If not, 
just drop us a letter for prices and information, 


A\MERICA » RULE 
MANUFACTURING CO. 


486-496 Johnson Ave. 
Brooklyn, New York 
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ing thing we did on one occasion. Sometimes we had 
lively discussions between the sales force and our buy- 
| ers about goods short. The buyers of course contended 
| that our sales managers over-emphasized the number 
of goods short. In those days when goods were short, 
we sent a shortage slip attached to the invoice. This 
slip was typewritten at the same time the invoice was 
made out. Without saying anything to any of the 
department heads, I arranged with the billing depart- 
ment to make out duplicate shortage slips. I had these 
duplicates sent to the billing department and I had 
a record made by departments of goods short in dollars 
and cents. I had the profit on these lost sales figured. 
At the end of the month I called our buyers into a 
meeting and asked each one of them to write on a block 
of paper the amount of goods that he thought was 
short in his department the previous month. These 
buyers shrugged their shoulders and made their guess. 
When I laid the actual figures down before them and 
compared their guesses, they realized how little they 
actually knew of the facts. Our losses from goods 
that were sold and that were left off the orders because 
of shortage were very much heavier than any one 
imagined. The trouble with being short of goods is 
not only that the time of the salesman and the cus- 
tomer is wasted, the time of the stock clerk and the 
people in the house is wasted, the time of the billing 
clerks is wasted, the house loses money on the sale 
after it is actually made, but beyond all that is the 
dissatisfaction caused the customer in being dis- 
appointed. This plan of checking up on the losses in 
business caused by “shorts” is a very simple one and 
I believe if it were tested out in wholesale houses and 
even if retail stores that it would lead to some very 
interesting and illuminating conclusions. 





Our Institutional Advertising Campaign 


As soon as we got under way, we hired a large num- 
ber of new salesmen and opened many new territories 
where the house had never sold goods before. At one 
of our early sales conventions I asked our salesmen a 
number of questions. One of these was, how often 
they called on a hardware dealer who had never heard 
of our house. A large number of salesmen, especially 
the men working in the new territories, stated that 
before they could settle down to try to sell the dealer, 
they had to first tell him all about the house. This 
of course in a measure was wasted effort. We there- 
fore decided to start a campaign of institutional adver- 
tising and for this purpose we bought back covers on 
almost all the leading trade journals. The main idea 
of these advertisements was to tell about our house. 
Incidentally we referred to goods. This advertising 
was very effective. As time passed we asked our sales- 
men the same question about finding dealers who had 
never heard of us. Such cases became more and more 
rare until finally there were no such reports. 


Trade Paper Advertising Helped 


It has always been my personal belief that our back 
cover advertising in the trade press had much to do 
with this condition. It has always surprised me that 
hardware jobbing houses did not do more advertising 
in our national and local trade papers. Not only did 
we advertise in this manner, paying out quite a con- 
siderable sum of money for the advertising, but we 
constantly sent articles about our doings, about new 
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lines of goods, etc., to the trade papers, with the 
request that they be inserted. One publisher told me 
that in a certain year they checked up the number of 
times hardware jobbing houses were mentioned in the 
trade press and they were surprised to find that that 
year our house was mentioned five times to once for 
any other house. 

The writer pleads guilty to being in charge of our 
advertising campaigns and these activities brought 
him in more or less close touch with the managers 
and editors of the trade papers of the country. 


A Tribute to R. R. Williams 


This history of my hardware life would not be com- 
plete without a grateful and affectionate reference to 
R. R. Williams, the hardware editor of The Iron Age. 
About this time I was thrown in close contact with 
him. He was one of the strongest and at the same time 
gentlest characters it was ever my good fortune to meet. 
He was a man possessing unusual intellectual gifts and 
he had a mind stored with much learning as a result 
of many years’ wide and careful reading. It was my 
privilege on my visits to New York to see him, not 
only at his office but to spend evenings with him at his 
home in New Jersey. When he came West, he visited 
me in St. Louis. I owe him a great debt for his in- 
spiration. He encouraged me to write articles for the 
trade press. We were in constant correspondence for 
many years and right up to the time of his death. No 
one could know R. R. Williams without feeling the 
uplift of his high Christian ideals. How often I 
remember he would say to me—‘‘What a wonderful 
life this is! The great thing is to live bigly and broad- 
ly.” He asked me to write articles for The Iron Age 
and afterward for HARDWARE AGE. 

Some of the old-timers in the trade will remember 
that these articles of mine appeared every week under 
the St. Louis heading. I have copies of these articles 
in my scrap book and in reviewing them, some are 
prophetic. One article I wrote was about the rail- 
roads. At that time there was a great deal of corrup- 
tion in railroad management and buying. Every one 
who had any thing to do with the selling of railroads 
knows this to be a fact. The ethics of railroad man- 
agement had reached an exceedingly low level. In 
this article I predicted that this looseness on the part 
of the railroads would in the end bring down upon 
their heads general condemnation. We all know what 
has happened in the years since then. We hear rail- 
road men often preach against how badly they have 
been treated by the Government—how they are regu- 
lated in season and out of season, etc. All this 
regulation has come as a result of their own mis- 
deeds. People who will not run their own affairs 
properly, naturally must expect to be regulated! 


How We Landed the Business 


I must tell here an amusing story of how I secured 
practically all of the business in the hardware line 
of one of our leading railroad systems. One evening 
at a dinner I happened to have my seat placed next 
to that of the president of this system. During the 
dinner he spoke of the difficulties his line had ex- 
perienced in. their buying department. He frankly 
admitted that he had found it necessary to discharge 
a buyer because he was accepting bribes. 

“Now,” he said, “our hardware purchases cover 
many small items and I will ask you as a hardware 
man to tell me some system we can adopt to be sure 
that we will get the lowest price on all the hardware 


HARDWARE 


AGE 143 








TO SELL 


BetaloYp TRE 











Trade Mark Reg. U. S. Pat. Office 


Is to sell the best. It satisfies customers 
in all respects, and brings them back for 
more “BUFFALO” Wire Cloth, and other 
good hardware articles. 


Backed by over a half century of experi- 
ence in the manufacture of wire products 
“BUFFALO” Wire Cloth is at present being 
manufactured under the personal supervision 
of the third generation of Scheelers, all of 
whom have devoted their entire time and 
ability to the improvement and perfection 
of the wire products which they manufacture, 
and rightfully entitles “BUFFALO” Wire 
Cloth to be known as “a better wire cloth.” 


“BUFFALO” Wire Cloth is manufactured 
in a large variety of meshes and grades in 
Steel, Galvanized, Brass, Bronze, Copper, 
Monel Metal and other serviceable metals for 
all industrial and hardware purposes. 


“BUFFALO” Galvanized Hardware Grade 
as well as many of the heavier hardware 
grades can be shipped from stock immedi- 
ately. 


Place your next order for “BUFFALO” 
Wire Cloth and profit by the satisfied cus- 
tomers it returns for repeat orders. 


Write us direct if your jobber cannot 
supply your needs for “BUFFALO” Wire 
Cloth, giving us his name and address. 


Complete catalog No. 8-AB mailed gratis 
upon request. 


A yellow tag like this & 
identifies genuine “BUF- AA 


FALO” Wire Cloth. It’s 
on every piece you get 
from the manufacturers 
of “a better wire cloth.” 














(F9BUFFALO WIRE WORKS CO Inc. 


CHEELERS SONS Established /&69 


518 Terrace, Buffalo, N. Y. 
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Cut showing 
Inserted 
Tool Steel 
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Build Business 
Along the Right Lines 


The greatest factor any merchant can 
have in building business is the confi- 
dence of the people in his own and ad- 
jacent communities. 


In Edge Tools you can establish this 
confidence with the 


COLLINS 


line. Whenever you sell a customer a Collins 
Axe, or Hatchet, or any other tool that bears 
that name, you have made more than a good 
profit from such a sale—you have made a per- 
manent customer who will continue to trade at 
your store as long as you merchandise quality 
products. 





If your Jobber is not supplying you—write 
us direct. 





The Collins Company 


Established 1826. Incorporated 1834. 


Collinsville 


Connecticut 
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we buy.” I replied, with a smile and a twinkle of the 
eye, that it was the simplest thing in the world. “Tell 
me how’—replied this railroad president. “Suppose 
you would just call on E. C. Simmons,” I added, “and 
ask him to give you a letter over his signature stating 
that he would sell you all of your hardware at the 
lowest price he made to any railroad in the country 
on any item. If you could get such a letter from 
Mr. Simmons, I have not the slightest doubt he would 
absolutely live up to the arrangement. Therefore 
you would buy your hardware at the lowest price they 
make to any of their railroad customers. It would 
not be necessary for you to send out any list for 
bids. With such an arrangement you would enjoy 
the full benefit of all the close buying of all the other 
railroads on every item.” The president of this rail- 
road looked at me and remarked—“Do you really 
think that Mr. Simmons would give me such a letter?” 
“I think he would’”—I answered—“if you would ask 
for it, and I am also sure if he did, that he would 
live up to his agreement.” 

The president went on with the dinner without any 
further remarks. Finally when the time for coffee 
and cigars came, he turned to me and said—“Suppose 
I should ask you for that letter. Would you give it 
to me?” “You bet your life I would’”—I answered. 
“All right”—said he—‘“tomorrow I wish you to write 
me that letter.” 


An Account That Paid 


I wrote the letter and for a number of years, up 
to the time of his death, we received orders for al- 
most all their hardware business. We were never 
asked for a bid. I simply instructed the manager of 
our Railway Supply Department on every item they 
bought to give them the lowest price we made any 
one. We never had any claims from them and I am 
glad to state that when I met the president of the road 
some time afterward he told me the arrangement was 
working entirely to their satisfaction. He also said 
to me that he had tried the same plan in buying a 
number of other lines of railway supplies and he 
found ,when he made this arrangement with first- 
class houses that without exception they all lived up 
to it. 

Also in my scrap book I find more or less amusing 
articles written by me in these years on the subject 
of the sale of special brands. After a while I wrote 
a letter on the subject of mail order house competi- 
tion that led to Mr. Williams publishing a full-page 
cartoon in The Iron Age with this letter. This writ- 
ing and this contact with R. R. Williams in connection 
with other things led to the formation of the Whole- 
sale and Retail Joint Catalog House Committee, but I 
will not go into details about this committee here as 
I am reserving that for a séparate article. The rise 
and decline of this movement was a most interesting 
chapter in hardware history and all of the story has 
never been told. 

When we bought the stock of goods of the Shap- 
leigh Hardware Company, the question naturally 
arose, how should it be priced? What we did is more 
or less interesting. We decided in our agreement to 
purchase to divide the entire stock into A, B and C 
classes. The A goods were salable items in good con- 
dition. The B goods were items in good condition 
but poor sellers. The C goods were unsalable stock 
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or goods in bad condition. As the inventory was 
taken, “A,” “B” or “C” was entered after each item. 
The new company agreed to pay the Shapleigh Hard- 
ware Company the market price for all A goods. 
B goods were to be taken at a certain discount. All 
C goods were to be appraised and priced by mutual 
agreement. 

Now it was necessary to get some one who knew 
prices and who could be trusted to price this very 
large inventory. I had heard of the Oliver Brothers 
purchasing agency in New York, especially of Thomas 
E. Oliver, but I had never had the pleasure of meet- 
ing any of them. I suggested, nevertheless, to my 
associates that we write to Thomas E. Oliver and 
ask him if he would come to St. Louis to price the 
stock. He accepted the task, came to St. Louis, re- 
mained for some time and priced the entire inventory. 
I am glad to say it was done in a very satisfactory 
manner. 

This experience led to my acquaintance with Mr. 
Oliver. Our acquaintance developed into a very strong 
friendship. He also has pased away, but his was one of 
the keenest minds with which I have ever come in 
contact in the hardware business. He was probably 
in a general way the best posted hardware man on 
prices in this country. I continued ever afterward 
in close touch with him up to the time of his death. 
When I moved to New York we saw each other fre- 
quently and his keen analysis of trade conditions was 
always most valuable. 

We not only proceeded to organize our sales force 
but we were working diligently to organize our buy- 
ing department as well. One day George T. Sprake 
telephoned me and asked for an interview. This led 
to his joining hands with us. I had recognized Mr. 
Sprake for many years as one of the most expert 
tool buyers in the United States. I do not believe that 
there is a better posted man ‘in this country on tools 
than Mr. Sprake. I was delighted at the opportunity 
of having him come with us and he immediately went 
to work to build up our line of “Diamond Edge” 
tools. Mr. Sprake is now living in California. Some 
time ago he dropped in to see me in New York and 
he was good enough to say that when I sold him 
stock in our company on long time, without any cash 
payment, I started him on the road to independence. 
On the other hand, I take this occasion to bear wit- 
ness to the great debt that the Norvell-Shapleigh 
Hardware Company owed to Mr. Sprake for his work 

in building up a very complete and highly satisfactory 
line of tools. 


Feature the Small Items 


VERY now and then—say, once a month—I 
would display and feature 5, 10, 15 and 25 cent 
items with price tags in one of my windows. In 
the other I would feature small tools that would 
appeal to the radio tinker, the autoist and the handy 
man around the house. These goods should be dis- 
‘ played in boxes, drip pans, etc. They, too, should 
bear price tags. 

It’s these small items that make real profits, and 
99 out of every 100 of such sales are cash sales. 
Schroeder Bros., St. Louis, Mo., have a wonderful 
plan; two rows of bins (boxes) in their windows of 
small hardware items priced. Their plan has proven 
to be a wonderful success. It brings new customers 
into their store—and helps them to sell many other 
items after the customer is inside the store. 


—Charles P. Catlin. 
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Big Profits— 
Quick Turnover 


“Tell me the kind of weatherstrips you carry in 
stock and | will tell you the size of your weather- 
strip sales.’”” The Hardware Dealer that made this 


statement hit the nail on the head. You can’t carry 
a cheap temporary wantnenetnny and expect to have 
big sales. 
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Complete Equipment 
in Attractive Carton 


Complete equipment for door or 
window with instruction sheet 
and nails, is contained in a 
handy carton. To make han- 
dling easy for dealers, they are 
put up in boxes of two dozen 
cartons. 


Economy Strips come in 2 sizes 
of windows, 36”x36”x36” and 
42”x42"x42” and 2 sizes of 
doors, 36”x84” and 42”x84”". 
The carton for 36” window re- 
tails at $1.89, and 42” window 
at $2.21; carton for 36” door 
retails at $2.01 and 42” door at 
$2.14. Subject to regular job- 
ber discounts. 


The Economy Sales Plan with 
Advertising Leaflets makes sell- 
ing easy. Write for our Attrac- 
tive Circular and samples. 


CLIP COUPON NOW 


Sager Metal Weatherstrip Co. V4 
162 W. Austin Ave. Chicago, Il. 


ETAL WEATHER 5 


ECONOMY m 


SAGER METAL WEATHERSTRIP CO. 7-3-24 
162 W. Austin Ave., Chicago 


[l Send prepaid 1 box Economy Metal Weatherstrip size 
36”"x36"x36” “ ' ; pis 
42"x42"x42’ containing 24 cartons, complete equipment for 
doz. windows. 

36 "x36 “x36” 


[] Send prepaid 6 carton, size 42”’y42"x42” complete equipment 


for 6 windows as a sample order. 


[] Send full information with samples. No obligation whatsoever. 
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This paint display of Aikenhedd Hardware, Ltd., Toronto, Canada, played up prices on every item that was 
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Making Prices Play Their Part 


are frequently criticized for their 
methods of retailing is their lack 
of a general policy on prices. 

In the department store the customer 
looks forward to and finds a regular 
policy in regard to prices. First, 
prices are ranged in proportion to the 
type of trade that each department 
store caters to. Second, prices are 
marked in plain figures both within the 
store and as a general rule in the 
windows, and almost invariably in the 
advertising. 

With the general hardware store the 
range of prices is at times disregarded. 
By range of prices is meant the offer- 
ing of certain classes of merchandise 
which may be grouped as higher prices, 
middle prices and low prices. 


O NE reason why hardware dealers 


Advantages of a Range of Prices 


The advantage of keeping within 
certain ranges of prices is that the 
store acquires definite standing among 
the class of people whose pocketbooks 
will respond most readily. If the 
average price of a certain group of 
advertised articles is around $1, the 
advertisement will appeal to this class 
of purchasers. If the advertising of 
this store is kept in a group of articles 
averaging at $1 throughout the year, 
the store will acquire a reputation for 
$1 merchandise or around that and its 
trade will build up within those lines. 

But in order to establish a reputa- 
tion, a standing in the purchasing pub- 
lic the price range must be fully estab- 
lished and the price range can only be 


By WALLY LANGERFELD 


established by making the price play 
its part wherever the merchandise is 
offered. The advertising, the window 
display and the display within the 
store should all carry its prices plainly 
marked on all goods that are intended 
to establish the store’s position among 
the class of purchasers which its policy 
is designed to attract. Any store fol- 
lowing this plan consistently is bound 
to increase its trade with this class 
and incidentally increase it¢ business 
all along the line. 











One of the price cards used 
in the above window. The 
original was in four colors 


Price cards are essential to attrac- 
tively display prices in the window. 
They should be of sufficient size to 
accommodate the price in good readable 
size. 

We show on this page a window fea- 
turing paints and also a reproduction 
of the price card used in this window. 
The card was 4% in. high and 2% in. 
wide. The pictorial design on the card 
was in poster effect and was in four 
colors so designed as to give a clear 
white space back of the price. The 
average price in the window was close 
to $1 which would tend to make the 
average sale around $3 to $5 in this 
particular line of goods. 

In the advertisement which we also 
reproduce from the same store the 
average selling price is around $3.50 
and as this advertisement was run at 
the same time as the window was used 
it offers a very fair illustration of the 
way in which prices play their part 
from the standpoint of their range. 
The advertising index on this adver- 
tisement is 10 which is also an indica- 
tion that the group of prices was con- 
sistent, as 10 is the best index for the 
April selling period. 


Hardware Retailing a Science 


There is a definite science in the re- 
tailing of hardware and the successful 
hardware store must advance along 
purely scientific lines. Observation of 
results of different forms of advertis- 
ing, and different methods of retailing 
are just_as sure to bring returns in 
better sales and larger profits as in 
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Special July Offer to Retail Dealers 


During July we are going to offer 
you our regular No. 13 Challenge Mop 
Wringers at a Special Price of $12.50 
per % doz., or $24 per doz., F.O. B. 
Chicago. 


With each half doz, lot we will send 
you two of our Miniature Child’s Mop 
Wringers free of charge. With a dozen 


If more of these Toy Mop Wringers 
are wanted we will furnish them at $6 
a doz., which price simply covers the 
manufacturing cost to us. We make 
no profit on them. 

These Miniature Mop Wringers are 
exact duplicates of our larger sizes. 
They are brilliantly colored and made 
for actual use and children are delight- 
ed with them. 
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order we will send you four Miniatures. 


This Special Offer for July only is 
made to enable dealers to make a special 
drive on the famous Boller Mop Wring- Po mi 
ers. By giving away a Child’s Mop fi 
Wringer with the sale of a Household 
Mop Wringer or using it as a Counter 
Display, every dealer can stimulate sales 
during the Summer months. We predict 
a record demand for this combination 
offer. Order today—direct. 


od mnn MACHINE WorKsS 


126-128 N. Curtis St. Chicago, Ill. 


SALES REPRESENTATIVES: 
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Miniature Mop Wringer 


Exact Duplicate of Our 
Regular Models 
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SAN FRANCISCO LOS ANGELES DALLAS 
No. 13 Challenge Mop Thaver & Bower Thayer & Bower F. L, Glover & Co. \oeesent| 
Wringer aye o% EK ord @ 
845 Monadnock Bldg. 923 E. 3rd St. 132242 Commerce St. 
Regular 12 quart size with Galvanized BOSTON 
Iron Pail fastened in Steel Frame. NEW YORK A. Oppenheim Sales Co. DENVER 
Never Swells or drys out. For House- Hardware, Service Co. 453 Washirgton St. . H. Morrison 
132 Nassau St. Dexter Bldg 306 Sugar Bidg. 
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The Standard Store Equipment 


Putnam Rolling Ladders are the standard store equip- 
ment everywhere. 


We make and sell more Rolling Ladders than all other 
makers combined. All standard styles and sizes carried in 
stock for immediate delivery. 


UTNAM 


ROLLING LADDERS 
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Use them in your own store and you will have no trouble 
to sell them to other stores. Write for trade prices. 
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Putnam & Co., Inc. 
132 Howard Street 
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New York City 








































The ARCADE 
Home Flour Mill 


A popular and profitable seller for more 
than a quarter of a century. 


Built for satisfactory service and thor- 
oughly tested for many years by house- 
wives throughout the country. You'll be 
proud to sell Arcade Mills because you 
can depend on them to satisfy your most 
critical customers. 


Grinds to any degree of fineness. 


Two grinding burrs are easily adjusted 
by thumb screw. Easy to operate. Made 
of highest quality cast-iron. 


It Means Profit to You 


Display Arcade Home Flour Mills prominently 
in your store—let your customers examine them 
while waiting for change. 
and they’re so inexpensive. We'll furnish a cut 
for use in your local newspaper or circular 
advertising. 


Write for Catalog No. 30-A showing complete 
line of hardware and toys. Your jobber will 
supply you. 










Arcade Manufacturing Company 
Freeport, Illinois 
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They sell themselves 


ARCADE 
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any other line of business. The pace 
in retailing today leaves the easy going 
merchant not only far behind, but with- 
in easy reach of failure. Business does 
not slip away, but it is taken away. 
And it is taken away by skillful re- 
tailing competitors. 

Among the most important features 
of hardware retailing is the presenting 
of the price and in selecting the price 
range to best meet the largest number 
of purchasers. Dignity and dry rot 
are synonymous. And just as a tree 
that stops growing starts to decay, 
so too will any business begin to lose 
its grip where it fails to branch out 
and drive its roots into a wider reach, 
into newer and more assured methods 
of reaching both the purchaser on the 
one hand and the selection of mer- 
chandise that the greater number of 
purchasers demand on the other hand, 
and most of all connecting both up by 
advertising in the window, the printed 
page and within the store so that the 
purchaser will know that this is the 
store where what is wanted, is to be 
had, and at the price the purchaser 
wishes to pay. 

If you have a problem of your own 
in which prices do not seem to be play- 
ing their part successfully, we would 
be glad to have you write HARDWARE 
AGE about it. There is a simple solu- 
tion to every price problem and it is 
easily arrived at by direct scientific 
methods which you can put into prac- 
tical use. 
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ELECTRIC LAMPS 
PaintingUp Time House Cleaning 
Requirements 














25-40 or 60 Watt 


23c ba t Step-Ladders, eafe. strong and 
well built. 4 ft. to 12 ft. high 
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No. 3 Stanley Ja — rt lanes « 
N 4 Recotd Planes trots Auger ‘bi Seta ayy Ye to 
Claw Uemmers, each 1 wil 
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1Be guaranteed ; $3.45 
Motorists ! We Have a Real Automobile Supply Department 
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Paint Your Own Wrench, 
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SCREEN WIRE Now is the time to fix your sereén doors and windows 
All sizes in Black. Galv., rouse and Monel Wire 
= Aikenhead H irdware Limited Ey 
Parad 17-21 ict Street Pig ha herts | 
Aikenhead Hardware, Ltd., also 


makes it a point to emphasice prices 
in its advertising 

















New Garbage Pail Is Unusually 
Strong 


The “Handy” Garbage Pail, made by 
The Winfield Mfg. Co., Warren, Ohio, 
is a recent addition to the company’s 



















line of oil and gasoline cans. The 
garbage pail is made of heavy 26-gage 
galvanized stock, with a strong elec- 
trically welded band at top, three-quar- 
ters of an inch, instead of the usual 
thin bead. Stout handles are firmly at- 
tached, while a special locking device 
keeps the lid snug and secure. The can 
has a sanitary recessed bottom, with 
all seams soldered. The can, which is 
made in 6, 8 and 10 gal. sizes, is strong- 
ly built and should last indefinitely. 


Reading matter continued on page 150 


Aerial Mast Fixture Will 
Appeal to Fans 


The Freidag Mfg. Co., Freeport, IIl., 
has developed a new radio accessory, 
known as the Freidag Aerial Mast Pipe 
Fixture. The fixture consists of a cap 
with a sheave pulley and lugs for guy 
wires, a collar with lugs, and a uni- 
versal mast head with loop for secur- 
ing aerial cable. It is made in two 
sizes. One size uses % in. pipe and 
the other uses 1 in. The pipe does not 
require threads on either end and is 
purchased from the dealer when the 
fixtures are sold. The manufacturer 
claims to have designed the fixtures 
to do away with unsightly and unsatis- 
factory wood polls and supports. They 
are designed to fit on any pitch of roof, 
flat surfaces, side angle of roof or the 
side of a building. If the pipe used 
does not exceed 10 feet no guy collars 
are needed but any height aerial can 
be installed by screwing two or more 





































lengths of pipe together and using a 
guy collar on each length or about 
every 10 ft. of length. Because of their 
great strength and ease of installation, 
the aerial masts should prove popular. 
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ALLITH 


\ ‘‘Drawtite” Door Bolt § / 











For swinging as well as sliding doors. 
Makes doors weather-tight by drawing 
them tightly together or against build- 
ing. When locked with padlock, it 
cannot be operated or'removed. Made 
of rust-resisting, non-breakable certi- 
fied castings. 


The “Drawtite’” bolt is simply one of 
the many unique specialties in the 
A-P line of satisfying hardware. 


ALLITH-PROUTY 
COMPANY 


Danville 


Door Hangers 
Garage Deor Hardware 
Fire Door ardware 


Illinois 
Manujacturers of 
Overhead Carriers 
Rolling Ladders 
Spring Hinges 


Representative Jobbers Distribute A-P Products 
throughout the United States 
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CORBIN 


SCREW 
PRODUCTS 














Wood Screws—Machine 
Screws—Cap and Set 
Screws—Saw Screws, 
and Special Screws of 
every description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins 
—Jack, Safety, Plumb- 
ers, Register, Sash and 
Ladder Chains. 





furnish quotations im- 
mediately upon receipt 
of samples, blueprints, 
or specifications. 


The CORBIN SCREW 
CORPORATION 


The Americ: a Hardware Corporation 
Successor 
229 High Street, 
New Britain, Conn. 
Branches: 


New York Chicago Philadelphia 
Western Factory: Dayton, Ohio 
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The Best Glue 


is made from 


Codfish 
Skins! 


—- has yet been able to explain why the 
skin of the codfish, alone among fishes, pro- 
duces the best liquid glue that can be made—the 
purest, the most enduring. 





The biggest users of codfish in the world are 
the Gorton-Pew Fisheries Company of Gloucester, 
Mass., makers of famous Gorton’s “No Bones” 
Codfish and Gorton’s Ready-to-Fry Codfish Cakes. 


They have now decided to utilize their big by- 
product—codfish skins—and add a pure fish glue 
to their list of products. 


Gorton’s Glue is absolutely free from impuri- 
ties. It is a clear amber liquid that doesn’t stain 
or discolor, but sticks with tremendous strength. 
It is a perfect glue for all home and office uses, 
for carpenters, cabinet makers, upholsterers, 
picture framers, etc. Comes in convenient sizes. 


Every user of Gorton’s Codfish, Fish Cakes, 
Clam Chowder and the other Gorton rroducts is 
a logical purchaser of Gorton’s when buying glue. 


And you can retail 


Gorfon's 
a, Glue 


at a price that will 
bring you bigge: 
profits and more sales 











You'll Make Money Because— 


1. The uses of Gorton's Glue are 
unlimited. 


2. It is made by a famous firm 
whose products are widely ad- 
vertisegl. 


3. It is attractively packaged to 
catch the eye. 


4. It can be retailed at a lower 
price than usual, hence will 
move faster. 


Full one-ounce Bottles and Tubes. 
Half-gill, gill, half-pint, pint, quart 
and gallon Cans. If your jobber 
hasn't Gorton'’s Liquid Glue, 
write us. 


Gorton-Pew Fisheries Co., Ltd. 
Gloucester, Mass. 
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Are You a Conspirator? 


(Continued from page 108) 
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A curious part of the proceedings was that the 
lawyers for the jobber, for the trade journal and for 
the manufacturer, each and every one asked the 
Government prosecutor if the case did not hinge upon 
the Government’s proving conspiracy. The prose- 
cuting attorney admitted that fact. ““Then why,” said 
these lawyers, “don’t you confine the case to con- 
spiracy and prove that? Instead, however, of doing 
this, you are calling all of these eighty manufac- 
turers who received the circular letter from this job- 
ber. If you can not prove conspiracy, then this job- 
ber had a perfect right to write this circular letter 
and all this time, cross-questioning these eighty manu- 
facturers, is wasted.” They appealed to the chairman 
of the meeting. The chairman ruled that the lawyers 
for the defense could save all of their exceptions to 
the proceedings. He, however, permitted the prose- 
cuting attorney to go on interviewing the eighty 
manufacturers who had received the circular letter. 
He said, however, as I understood it (but I am not a 
lawyer) that if, after taking all this evidence and 
having it written into the record (at so much per 
page) the conspiracy happened not to be proved, then 
all of this evidence of the eighty manufacturers would 
be thrown out. If, however, in the erd it should be 
proved that there was conspiracy, then all this evi- 
dence would be very interesting and valuable to have. 

When I heard this ruling I had a dizzy feeling, 
just the same feeling fat men have when they stoop, 
playing their first game of golf, to lift their golf 
balls out of the hole! 

Finally we adjourned for luncheon. Even inquisitors 
eat lunch. I had the pleasure of meeting the prose- 
cuting attorney. I said to him—‘“Have you read the 
report of the Harvard Bureau of Research on the 
profits of the wholesale druggists of the United 
States?” He ’lowed he had not. “Well,” said I, “you 
should read that report. Last year their net profits 
were 9/10 of 1 per cent on their total sales. Now, 
Mr. Prosecuting Attorney, don’t you think it is rather 
amusing for a bunch of jobbers who can not make 
any more money than that out of their business to 
be accused of conspiracy against the peace, welfare 
and pocketbooks of the people of the United States?” 
He smiled, but would not commit himself. ‘““You know,” 
I remarked, in my very indiscreet fashion, “J really 
do not think the wholesale drug trade of the country 
has brains enough to form a conspiracy.” That after- 
noon the aforesaid prosecuting attorney rose up on 
his hind feet and announced that as a witness I was 
excused. They did not care to have any of my re- 
marks in the record! 

I was given a slip of paper that called for $1.50. 
I was grateful but when I reached the office, I found 
the house had established a rule that all jury and 
witness fees earned on the time of the house should 
be turned in to our cashier—stung again! 

Since that interesting and instructive day spent 
listening to the evidence before the Federal Trade 
Commission, I have discussed this institution with the 
presidents of several corporations who have had more 
or less contact with them. One of these companies 
told me that one day a gentleman dropped in to see 
them. He had very pleasant, mild manners. He in- 
quired if they had any objections to his looking 
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through their files. He was so nice that they not only 
were delighted to give him permission to go through 
their files but they took him out and gave him a 
luncheon, finishing up with strawberry shortcake. 


However, on the following Monday, six gentlemen 
appeared with the aim and object of cashing in on 
that permission to go through the files. They went 
through this company’s files State by State, town by 
town and customer by customer for several years. 
They collected, gathered and added together some 400 
incriminating letters out of these files. These letters 
suggested conspiracy in restraint of trade. 

One of them, for instance, Exhibit XYZ, was a 
penciled memorandum pinned to a letter from a cer- 
tain dealer. This penciled memorandum was made 
on a small piece of paper, pinned to this letter and 
passed to a stenographer for her guidance. The 
memorandum read, (in words that every conspirator 
should avoid) ‘‘Can this account.” 

These six gentlemen from the Federal Trade Com- 
mission carried away these 400 letters. I do not 
know whether they left copies or not. However, they 
enjoyed their visit to this factory because it happened 
to be in a beautiful country with golf links adjoining. 

Now this “Sales Manager” article is not an imi- 
tation of one of George Ade’s fables. It deals in 
actual facts. However, like one of Ade’s fables, it 
will conclude with a moral and this moral has a point. 
If you are wise you will inspect this point. The 
point is, before you put papers into your files, be 
sure there are no facetious remarks along the lines 
of canning accounts! 


The World Needs to Be Reminded 


WOULD like to tell you a story about an adver- 

tising man—an advance agent—who was in the 
employ of a circus. It was his function to precede 
the circus into various communities, distribute 
tickets to the editor, put up pictures of the bearded 
lady and man-eating tigers on the barns and fences, 
and finally to get in touch with the proprietor of 
some store and persuade him to purchase space on 
either side of the elephant’s robe for his advertise- 
ment in the big street parade. 

Coming one day to a crossroads town, our friend 
found that there was only one store. The proprietor 
did not receive him enthusiastically. “Why should 
I advertise,” he demanded, “I have been here for 
twenty years? There isn’t a man, woman or child 
around these parts that doesn’t know where I am 
and what I sell.” The advertising man answered 
very promptly (because in our business if we hesi- 
tate we are lost). He said to the proprietor, point- 
ing across the street, “What is that building over 
there?” The proprietor answered, “That is the 
Methodist Episcopal Church.” The advertising man 
asked, “How long has that been there?” The pro- 
prietor said, “Oh, I don’t know; seventy-five years 
probably.” “And yet,” exclaimed the advertising 
man, “they ring the church bell every Sunday 
morning.” 

The world needs to be reminded as well as 
informed. 


From an address by Charles P. Catlin at convention of South- 
eastern Hdwe. & Imp. Ass'n. 














CHENEY 


ROYAL GRINDERS 
Turn Sales Your Way 





Representing the standard of quality 
in grinders on your counter will open 
the way to increased sales. 


Placed where your customer can 
“toy” with them, they offer all the 


advantages of a silent salesman. 





Noiseless and smooth in operation, 
permitting no lost effort. 





No. 4-B 
Grinder 


~*~ 


Cheney Royal Grinders can be sold 
to an unlimited field of buyers. They 
are indispensable in Machine or Car- 
penter Shop—for use in private homes 
or garages. 


No more dull grinder seasons—if you 
turn to Cheney products. 


Write for catalog and prices. We 
have a complete line in many styles 
and sizes for your selection. 


S. CHENEY & SON 


MANLIUS, N. Y. 


—_—— ~— 
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ment of practices held to be objection- 
able. Mr. Gaskill is one of the most 
progressive members of the Commission 
and one who, while contending for the 
vigorous enforcement of the law, takes 
the position that the value of the Com- 
mission to the business public, and pos- 
sibly its official tenure, must depend 
on the employment by it of methods 
that are as fair and reasonable as those 
it would enforce. 


The Commission’s Unofficial Defense 


During the past week an unofficial 
defense of the commission’s refusal to 
prevent official complaints by negotiat- 
ing has appeared. It cannot be said to 
have the definite indorsement of all the 
members of the commission who oppose 
the position of Commissioners Gaskill 
and Van Fleet, but it undoubtedly em- 
bodies the arguments they rely upon. 
It is substantially as follows: 

The law says that when the commis- 
sion finds trade practices violative of 
the law and believes the public interest 
would be served, it shall issue a com- 
plaint against the business concern in- 
volved. The commission has ruled that 
this provision is mandatory and that it 
can do nothing else but issue a com- 
plaint. On the other hand, it is under- 
stood that the law is interpreted by the 
Gaskill-Van Fleet faction as merely 
directory, and that there is nothing to 
prevent the commission attempting 
first to obtain elimination of evils to 
which its attention is called by private 
negotiation. 

The argument is made, however, that 
if the commission attempts to do busi- 
ness in that way with reputable con- 
cerns and does not negotiate with or 
accept the word of other concerns, it 
will be liable to the charge that it prac- 
tices discrimination, and nobody has 
pointed to anything in the law permit- 
ting discrimination in favor of or 
against any business concern. 


Publication Is Notice to Others 


Another argument is that if no com- 
plaint or order is issued by the com- 
mission against a concern or concerns, 
the corrective effect of such publication 
is lost; that such publication is notice 
to others engaged in similar practices, 
which they have many times acted upon 
by falling into line with the complaints 
or orders of the commission applying 
specifically only to the concerns against 
which they were originally directed. In 
other words, it is said, if there is no 
publication there is no voluntary stop- 
page on the part of other parties. 

Many concerns are engaged in the 
same practices, it is said. Under such 
circumstances it is said to be question- 
able that there would be a saving of 
time, money or effort if the commission 
attempted to correct such practices by 
individual negotiation with business 
firms separately. 


HARDWARE AGE 


If the policy of individual negotia- 
tion had been followed, it is said, there 
would not have been nearly so much 
progress made in correcting alleged 
evils of misbranding and so on in the 
paint and varnish industries, according 
to an official view. There probably 
would have been no unfair competition 
bureau of the paint and varnish indus- 
tries and those industries would not 
have advanced to their present place of 
being among the cleanest and best con- 
ducted by industries, from the stand- 
point of alleged unfair trade practices 
and unfair methods of competition. 


Discrimination Alleged 


If one reputable concern agrees to 
mend its ways in negotiation with the 
commission and if there are a number 
of other concerns doing practically the 
same things which the one concern has 
decided to stop, then, it is said, there is 
a species of discrimination or unfairness 
permitted as between the one concern 
and its competitors, working to the dis- 
advantage of the one and to the advan- 
tage of the many, perhaps. The com- 
petitors might perhaps be willing to 
change their practices, but they may 
not know that such practices have been 
deemed unfair or that the one concern 
no longer engages in them. Publication 
of a complaint or orders might serve as 
notice to the competitors, which they 
would abide by in future so far as their 
own practices are concerned. However, 
a complaint against a practice might be 
published without naming a respondent. 

All this will seem specious enough to 
any one familiar with the history of the 
commission’s activities. The so-called 
trade practice submittal was presumably 
adopted by the commission to provide 
a method by which objectionable prac- 
tices might be denounced by an entire 
trade and a definite code of ethics sub- 
stituted. 


It will seem absurd to any business 
man to contend that in order to bring 
to the attention of the public the im- 
propriety of a certain practice which 
the commission can easily describe, it 
is necessary to assail the reputation of 
some well-known manufacturer or mer- 
chant without any adequate investiga- 
tion to ascertain whether he is probably 
guilty and without any attempt to in- 
duce him to abandon the practices 
which the commission believes to be 
improper. 


A Novel Tariff Law Controversy 


The United States Tariff Commission 
has begun an investigation of alleged 
unfair methods of competition and un- 
fair acts denounced by Section 316 of 
the Fordney-McCumber tariff act in 
the importation and sale of revolvers 
simulating the brand of Smith & Wes- 
son, Inc. The foreign companies cited 
are located in Eibar, Spain, but other 
concerns located elsewhere are alleged 
to be operating in connection with them. 
The respondents are directed to answer 
the complaint by July 21. 


July 3, 1924 


The provisions of the tariff law ap- 
plicable to this case are as follows: 

Sec. 316. (a) That unfair methods 
of competition and unfair acts in the 
importation of articles into the United 
States, or in their sale by the owner, 
importer, consignee, or agent of either, 
the effect or tendency of which is to 
destroy or substantially ‘injure an in- 
dustry, efficiently and economically 
operated, in the United States, or to 
prevent the establishment of such an 
industry, or to restrain or monopolize 
trade and commerce in the United 
States, are hereby declared unlawful, 
and when found by the President to 
exist shall be dealt with, in addition to 
any other provisions of law, as herein- 
after provided. 


(e) That whenever the existence of 
any such unfair methods or act shall 
be established to the satisfaction of the 
President he shall determine the rate of 
additional duty, not exceeding 50 nor 
less than 10 per centum of the value 
of such articles as defined in Section 
402 of Title IV of this Act, which will 
offset such method or act, and which is 
hereby imposed upon articles imported 
in violation of this Act, or, in what he 
shall be satisfied and find are extreme 
cases of unfair methods or acts as 
aforesaid, he shall direct that such ar- 
ticles as he shall deem the interests of 
the United States shall require, im- 
ported by any person violating the pro- 
visions of this Act, shall be excluded 
from entry into the United States, and 
upon information of such action by the 
President, the Secretary of the Treas- 
ury shall, through the proper officers, 
assess such additional duties or refuse 
such entry; and that the decision of the 
President shall be conclusive. y 

(g) That any additional duty or any 
refusal of entry under this section shall 
continue in effect until the President 
shall find and instruct the Secretary of 
the Treasury that the conditions which 
led to the assessment of such additional 
duty or refusal of entry no longer 
exists. 


Gives Secretary Authority 


The statute also clothes the Secre- 
tary of the Treasury with authority to 
forbid the entry of suspected merchan- 
dise pending the investigation by the 
Tariff Commission or to permit such 
entry under bond. 





Threefoot Bros. & Co. Adds 


Hardware Department 


Threefoot Brothers & Company of 
Meridian, Miss., who have for a number 
of years operated a harness, saddlery 
and implement business, added to their 
old line a wholesale hardware business 
which is under the management of 
Aubert Smith. The business will be 
conducted as heretofore, confining their 
efforts to the wholesale trade exclu- 
sively. | 
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HARTFORD 
TIRES and TUBES 


GOOD many men buy 
their first Hartford 
Cords without having any 
idea of how good an invest- 
ment they have made. 








The most experienced mo- 
torist has never had a tire ex- 
perience that would lead him 

o believe that such a value 
as Hartford was to be had. 


The new 30 x 3% inch H-Tread 
Clincher Cord sets a new standard 
of value for light cars. Hartford 
dealers find it a trade winner and a 


trade builder. 


HARTFORD RUBBER WORKS CO. 
1790 Broadway New York 


RANA TAT TESTE LE LITE RRS TS 8 ARE 





HARDWARE AGE 


50 to 75 Years 


for a Handle to Grow 


GOOD round lifetime is required to 

bring a hickory to maturity and Turner, 
Day and Woolworth handles have been giv- 
ing uniformly dependable service for as long 
as it takes a hickory handle to grow. 


Turner, Day & Woolworth handles came 
with the early days of the hardware busi- 
ness. Early we became a part of the job- 
bers’ dependable connections. They grew 
and the number of dealers multiplied ;—our 
great country expanded, and we expanded 
with it. 

Today—5 large plants and 1000 men 
“handle” the demand. And thru these 
years Turner, Day & Woolworth has stood 
for standards unexcelled in the handle in- 
dustry. 


Copyrighted Brands 


DANIEL BOONE PERFECTION 
AMERICAN BEAUTY TRIUMPH 


DAISY HERCULES 
SUNFLOWER SUCCESS 
PEERLESS EAGLE 
BEAUTY ROYAL OAK 


Turner, Day & Woolworth 
Handle Co. 


Incorporated 


Louisville Kentucky 


“Since 1855” 
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“There is likewise a reward for faithful 
stlence.”—Horace. 


Green HINGES faithfully per- 
form their work and service— 
holding firm and safe the doors of 
entrance and exit, acting their part in 
keeping comfort and shelter intact— 
on constant duty to give facility to 
hundreds of daily activities. 


Modest and unnoticed, GRIFFIN 
HINGES never fail in silent, unob- 
trusive service to fulfill their faithful 
duty during the life of any building 
in which they are used. 


alae 
> Taam 


GRIFFIN MANUFACTURING CO. 


45 Warren St.NewYork ERIE,PENNA. TAW.Lake $t.Chicago. Ii 





Goodwill Crosses the Counter 


when you sell the Tremont Brand 





To sell Tremont Hardened Steel Cut Nails means to sell satisfacticn 
and true value to your customers. Tremont Hardened Steel Cut Nails 
are made from high carbon steel, carefully tempered. They are scien- 
tifically designed to drive without splitting the wood and without 
bending or twisting. They are clean cut and always uniform in 
weight, shape and size. They are popular with carpenters and all who 
have occasion to use cut nails because they are easy to work with, 
and they hold everlastingly. 





If value giving is your best selling policy, Tremont 
Hardened Steel Cut Nails should be on your 
shelves. 


TREMONT NAILS 


TREMONT NAIL COMPANY 


205 Lincoln St., Boston 


























July 3, 1924 HARDWARE AGE 155 





S . 7 
«VARs 





>) 
BABCOCK MEANS ] 


lin TLLSAFETYI II _ 











“. rm a. rm r\" 











Lit 




















—|| Write for latest 
Booklet and 
g Price List 


| a 
Yb | 
; a reu ne): 


W.W BABCOCK8 CO. BATH.N.Y. 
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TOUDUUOUIULUNLTUEA UNTER AVA! 


The “Home Town” Customer 


The Smiths, Browns, Jones—about every family. 
in your town knows him. 


A word from him means a whole lot, especially 
when that word is “Perfect” and the product is 
Screen Wire Cloth. 


Because every home his family visits and every 
family that visits his home usually bring up the 
subject of Screens. 


They just can’t help advertising “Perfect”— 
their Windows, Doors and Porches are all screened 
with it. One tells another. 


Keep supplied through your Jobber. 


NN 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 


TIADTUDN EU A 


















Selling the Wrench Sets with 
cold-drawn sockets comes 
natural enough to hardware 
men who've handled the 
cold-drawn Set Screw. 















They've known from experience 
how “Allens” stop set screw com- 
plaints. They know their experi- 
ence will be repeated in the way 
‘Allens’ end wrench complaints. 










But if you never have handled 
Allen Set Screws—if the screws 
haven't sold you the wrenches— 
were just as sure that the 
wrenches will sell you the set 
screws, given a trial. 













THE ALLEN MFG. Co. 


139 Sheldon St., Hartford, Conn. 










; Hollow Screws and Socket Wrenches 
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Portable Electric 


DRILL 
WINNERS 


of U. S. Electrical Tool Co. 
Prize Contest! 





Ist—J. J. Graf, 
37 Ash St.. Ludlow, Ky. 


2nd—Harry Gibler. 
De Beque, Colo. 


3rd—Leon Pellet. 
2808 Swiss Ave.. Dallas. 


Texas “The Good Mechanic 


Knows!”’ 


Here is J. J. Graf, win- 
ner of first prize. The 
new Handbook tells of 
the unusual jobs he 
does with a_ portable 
electric drill. 


GET THIS HANDBOOK! 





TIE for 
3rd—Claude H. Ervin. 


Ervin’s Electrical Co.. 
Parsons. Kansas 













Contains many valu- 
able suggested uses 
for portable electric 
drills, sent in by 
good mechanics 
everywhere. Now 
being printed. Sent 
FREE! Get your 
name in now. Send 
post card. 


District Sales Offices and Service Stations: 


Boston Detroit New York 
Buffalo Houston Philadelphia 
Chicago Indianapolis Pittsburgh 
Cleveland Kansas City St. Louis 
Columbus Milwaukee Toledo 


Minneapolis 
Complete stocks carried in all Service Stations 
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Patented Jan. 22, 1924. Accept no infringement or imitation. 


NO ODD LENGTHS 
LEFT OVER 


It comes on reels 


On most kinds of weatherstrip a lot of vour profit 
is lost in the left over ends. Wirfs’ HOME 
COMFORT WEATHERSTRIP comes in one 
continuous length of 500 or 1000 feet on a reel. 
It is insulated with a rubberized material that is 
moth and vermin proof. It will not deteriorate 
with age. 


Carpenters and home-owners endorse this strip 
as the most practical and economical strip on the 
market. The HOME COMFORT WEATHER- 
STRIP when applied to doors and windows 
forms a contact that is weathertight, waterproof, 
flexible, noiseless, and adjustable to wavy sur- 
faces and alignment; it is also rustless, coutains 
no metal and is therefore non-conductive of heat 
or cold. 


This is the time of year that home owners are making 
repairs and improvements. Get a reel of this weather- 
strip and display it on your counter. It sells easily and 
pays you a good margin of profit. Send for prices and 
samples. 


E. J. WIRFS 
128 S. 17th St. St. Louis, Mo. 


Sole manufacturer and patentee 
‘ WIRFS’ 


HOME COMFORT 
WEATHERSTRIP 


Easy to apply—Simply tack on—Turn the corners. 
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Seven years is the average life of a 
business, but we have been in business 
for nearly a half century. 


To have been the standard for that 
time means that our products had to be 
more than good. They had to be the best 
of their kind. 


For dealers to handle and continue 
handling them they had to be profitable 
to handle, well guaranteed, well adver- 
tised to the consumer and quickly sold. 


Thousands of dealers and millions of 
users throughout the world prove that 
our goods and policies have been right. 


To dealers who have not handled our 
goods we say that our Sawsets, Bench 
Stops, Nail Pullers, Hand Punches, 
Lead Seal Presses and Liquid Soap Dis- 
pensers can be handled by you with profit 
and can be sold to the consumer with the 
positive assurance on our part that they 
will give entire satisfaction. 


All of our goods are stamped with our 
name MOoOrRRILL and trade mark APEX. 


Look in your last Hardware Buyers 
Catalog for a complete description of 
our line and order from your whole- 
saler. 


CHAS. MORRILL 


102 Lafayette St. New York City 
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Why Rope Users Stick to RAKCO Rope 


This is a free country—there is no compul- 
sion about buying any particular brand of 
rope, nor continuing to use it. 





But there is unmistakable significance in the 
fact that customers who buy RAKCO Rope 
are loath to change, even though offered some- 
thing for less money. 





3 In fact, if every rope user were as well satis- 
, ‘ fed with his brand of rope, as RAKCO users 
Manila and Sisal are with theirs, our rope sales would not show 


ROPE the increase they do from year to year. 


All of which proves that RAKCO Rope sub- 
stantiates the claims for RAKCO quality. 
We're ready to serve you. 


The R. A. Kelly Company 


Main Office STOCKS 
Xenia, Ohio are a ae illite Branch Office 
chermernorn ros. oe. orey ercan e oO. 
Ohio’s Model Town Omaha, Neb. Denver, Colo. New Orleans, La. 












IF YOU BELIEVE IT, IT’S SO! 


That Was the Title of a Motion Picture Featuring 
Thomas Meighan. And It Is True in Business. 









WE BELIEVE AND 
KNOW THAT OUR 
LINE OF CAST BRASS 
PULLS AND SASH 
LIFTS IS SECOND TO 
NONE 








And Our 
Prices Are 


Right 





THE ABOVE ARE A FEW REDUCED SIZE ILLUSTRATIONS OF THE 38 STYLES AND 
SIZES THAT WE MAKE. TRY US WITH AN ORDER. 


HAVE YOU OUR NEW CATALOG? 


THE BRAINERD MFG. CO. East Rochester, N. Y. 







































July 3, 1924 HARDWARE AGE 159 


ft — 








MAND AND POWER PUMPS FOR ALL USES 


DY». 


~ 
ZZ 
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Starting the 44th Year 


For 43 years dealers have sold our pumps with the satis- 
fying knowledge that they are delivering to their cus- 
tomers the highest grade workmanship that it is possible 
to build into a pump. 

You can bank on Deming to maintain the same undeviat- 
ing quality in this their 44th year—and in the years to 


come. 







Complete Pump Catalog on Request 


THE{ DEMING CO. Est. 1880 SALEM, OHIO 


The nearest distributor will work with you for mutual profit. 


BALTIMORE...Southern Supply Company KANSAS CITY...English Tool & Supply Co. 
enion & Hubbell, Fo gn ae Laib Company 


namsaneananiiabade Tey N. Jefferson St. MINNEAPOBIS..Central Supply Company 
DENVER Hendrie & Bolthoff RICHMOND....... Sydnor Pump & Wells 
ce eerescccrens enarie oltno PITTSBURGH..Harris Pump & Supply Co., 

Mfg. & Supply Co. 316 Second Ave. 

DETROIT. .Standart Bros. Hardware Corp. SAN FRANCISCO........ Crane Company 






Deming Straight Line Working 
Head for well, 200 ft. deep ur 
less. Operated by hand, wind- 
mill, gasoline engine or electric 






motor. Also recommended for 
pneumatic water system. 





PUMPS 


BYGUMAGRAM 


200% PROFIT ON ONE! 
175% PROFIT ON MORE! 


Are YOU interested? 
Then send 25c in silver or postage stamps, and we will 
send you ONE— 















Post Paid. 


You will sell it for 75c. 
Then you will order by the dozen at $3.50 and sell 


them for $9.00, by Gum! 
NORTH WAYNE TOOL CO. 
HALLOWELL, MAINE 
Sales Office, 1409 Ford Bldg., Detroit, Mich. HORATIO S. EARLE 
President and Sales Manager 


Axes, Scythes, Grass Hooks, Grass Shears, 
Corn Cutters, Hay Knives, Bread Knives, Etc. 
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weight. 


Durability = etal ane water 


*“P’'m that profit building refuse Gas Eee poet, 
Installed or rearranged 


container you've been looking |}: § Simplicity—easily and quickly, with 
Wcities Ordinary tools. 


Hine commodity. 
WITT Seana a storage oapsoity. 
~~ BSE © _— © capacity. 
= Beast Economical Moved or altered 
give customer satis- se aliases ctindl oe ee 
faction which means — ee | ss Counter-heights, Sectional Cases, Accessories and Supplies 
a7°28 0 € FESS sien Youngstown, O. Dealers Everywhere 





dealer who stocks 

them. This satisfac- 

tion is found in their 

economical durability 

—corrugated sheet i 

steel construction, re- a : 
inforced at top and bottom by iron bands— 
and exceptional sanitary qualities—seams 
made watertight by a special process and 
close fitting lids. 
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You will find Witt Corrugated Cans and 
Pails in constant demand due to our national 
advertising and also because they give con- 
tainer satisfaction above the average. 








Get in touch with 
your jobber § to- 
day. If he cannot 
supply vou, write 
us. 








We also manu- 
facture the lighter 
weight Brighton 
line of Cans and 
Pails. Write for 
quotations. 
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| You Can’t Forget 


a door check that demands con- 
tinual attention — but you can 
install and absolutely forget the 


CWDS 


TRADE Mark RES; 





DOOR CHECK 


It positively eliminates all of the 
above annoyances because it is 
built on the automobile expand- 
ing brake principle and operates 
dry—it is simplicity itself. 


Successfully complies with every 
requirement and meets every 
emergency to which a door 
check and closer is subjected. 
Closes doors quietly, gently and 
positively. 





Well known architects, builders, 
contractors and door check ex- 
perts have thoroughly tested the 
LIC-WID-LES and have given 
it their enthusiastic endorse- 


ment. 


Dealers! Jobbers! Let us tell you 
about our REAL proposition—it’s a 
winner. We're with you all the way 
on co-operation. 


The No-Liquid Door Check Co. 


Columbus, Ohio, U.S. A. 
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Through unity of effort, 


large scale production, 
the elimination of waste 
through the use of ef- 
ficient machines, the 
hearty cooperation of 
satisfied employees and 
through specialization, 
the Tubular Rivet and 
Stud Company has for 
over 50 years manu- 
factured rivets that are 
the recognized standard 


in their field. 





Le 8 88 ee 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 
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Warren “Economical” 
Nail Bin Counters 


Standardized by WARREN after an ex- 
haustive investigation, these Rugged and Eff- 
cient Nail Bin Counters are the most practical 
and flexible type of Nail Counter for the 
proper classification and storage of Nails, 
Brads, Staples, Tacks, etc. 

The Galvanized Steel Nail Bins are properly 
balanced, convenient to handle and of ample 
size to hold 155 lbs. of 8d common wire 
nails. (Other sizes in proportion.) 


Honor Built by the Makers of ‘‘WARREN” Fixtures 


WARREN Oak Front, all-Wood Drawers 
for small Nails, Brads, Staples, Tacks, etc., 
are interchangeable with each other and any 
two Drawers will interchange with one Steel 
Nail Bin. 

This exclusive Warren feature provides ex- 
treme flexibility so that Warren “Econom- 
ical’ Nail Bin Counters can be furnished with 
any assortment of Drawers and Steel Nail 
Bins to meet special requirements. 


For complete information, write for Folder 
No. 510. 


J.D. WARREN MFG. COMPANY 


159 No. State Street Chicago, Illinois 
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Boost Lamp Sales with a Champion Demonstrator 


The CHAMPION DEMONSTRATOR 
is a’silent salesman that greets every person 
who enters your store with an urge to buy 
Champion Lamps. You can get this 


CHAMPION DEMONSTRATOR 


on 60 days’ approval. In writing, send 
jobber’s name. 


Consolidated Electric Lamp Co. 
DanVers, 208 Maple St., Mass. 
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Dimensions: 15” long, 10%” high, 9” wide. 
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+ WHOLESALERS: WA — 

Consumers for twenty-four years have used ? 
= CHAMPION LAMPS made under the patents of re . 

the General Electric Company. 4 f 

Our growth is your guarantee of satisfactory =) £ 
9 quality—satisfied customers—and unusual profits. © 
: FOR SURE REPEAT BUSINESS ' 
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EMPRESS AUTO ASH TRAY 


A handsome and attractive 


counter display in three D ealers 


colors containing ten Em- » 
press Auto Ach “Trays Count er D 1SP lay 


packed in individual boxes 
matching the display case. 


















Manufactured by 
N ornamental and handy com- 


bination ash receiver and match 
box holder which can be fast- Bowen Products 
ened at any convenient point in the Corporation 
“ Auburn, New York 
Strong and well made. It is pressed Minneapolis, Minn. 


from heavy sheet brass and finished 
with a heavy, durable nickel plate. 
; Write To-day for 

The extra deep ash receptacle is Folder No. L-AF38 
made in two pieces and is easily re- . 
moved from the frame and taken 
apart for cleaning. A strong metal 
clip holds the match box firmly in 
place. 


Packed singly in neat pasteboard 
boxes together with screws for at- 
taching. 


List Price $1.00 Each 














POCKET METERS 





The “RIGHT RESISTANCE” for Testing Batteries 
“NO RESISTANCE” to Your Sales 


Resistance plays a prominent part in the use and sale of pocket meters. Sterling Pocket Meters 
are designed according to standards that call for the most exacting requirements for testing elec- 
trical conditions. They have earned the right to be called “Right Resistance” meters. 

That your sales will have no resistance to buck against in merchandising Sterling Pocket Meters is 
proven by the success of thousands of dealers everywhere. Ask your jobber. 


THE 
No. 34C Voltmeter STERLING No. 45 Voltammeter 
T i i i = 4 4é o> 
The peter ie desiened fr the test: MANUFACTURING —_ Fo; testing the amperage of “A” Bat 
cially calibrated for accuracy. Its CoO. Batteries, its “double duty” feature 
reading is a true indication of the makes it extremely valuable for all 


condition of the battery. CLEVELAND kinds of electrical work. 
List price $2.75 OHIO 


List price $4.00 


























164 HARDWARE AGE July 3, 1924 












Taplin 
Double Dasher 


CENTER DRIVE 


Eight Beating Blades of 
Correct Design. Center 
Drive, Lustrous Rustproof 
2 inish. Attractive White 
or Ebonized Handles. 


The TRON frame cannot 
give, bend or pull out of 
shape. 


TAPLIN 
CAN OPENERS 


A choice of six styles, 
each designed to meet a 
specific demand. 


No. 3 





No. 96 Stainless Steel, White 


THE TAPLIN MFG. CO. 


New Britain, Conn. 


No. 477—White Handle New York Office: 
No. 478—Ebonized Handle 71 W. Broadway 

















P7ACME’S\ 


(14 NEW CARDED 
U ASSORTMENTS 











Nos. 1775-1776-1781-1782 


Makers of Super-Quality Cast Shears 
and Scissors mounted on Display Cards 
and packed in cartons. 









“Their shurp cutting edges go with them and stay with 
Hea " 





] 


i 


Trt BEST 








TRADE “MARK 


CTHEACNESHEAR COMPANY 


i: 

KO BRIDGEPORT. CONN..US.A. 
Joie THE LARGEST MANUFACTURERS OF 

" Wie nsanicaiy AND SCISSORS IN THE WORLD = 


















ae en 











MILWAUKEE SRUSH MFGCO 








Brushes and Brooms 
WIRE—BRISTLE—FIBRE 


We manufacture them especially for the Hardware 
Trade—all kinds—all sizes—all dependable sellers. 


Send for Catalog and Prices on Milwaukee-Made 
Quality Line that will build permanent trade. 


MILWAUKEE 
Brush Mfg. Co., Milwaukee, Wis. 


Ot a pena AO SE —_ a ee 
g=— MILWAUKEE RRUSH MFG co. 3 





CHRADE SAFETY 
Push Button Knife 


No Breakingof 
nger na 4I5 











, <—_Safet 
Lock. 

















Sure to sell on sight. 
Absolutely safe in pocket snd in use 





For convenience you can’t beat it 

Easily operated with one hand. 
he safety slide locks the button. 
ou can't afford .o be without it. 


as [VERLASTINGLY SHARP MARK 
Schrade Cutlery Co, 


Manafacturers of Superior Pocket Knives 
















ORDER THROUGH YOUR JOBBER OR DIRECT 
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COPPER 


Downspouts Cool the 
W ater in this New 


PEERLESS 


TUBULAR 


RADIATOR 


FOR FORD CARS 





a 





Real Air Service 
in This Curtis 


T= above illustration is the Curtis Style 
V Two-stage Outfit—one of the family of 
popular Curtis Outfits—the last thing in air 
compressor design—tree of complicated parts 


—built for hard usage and will be on the job 
all the time. 4 to3 H. P.—automatic. 


Single and Two-stage 
Many Sizes and Styles 





Retail Price 


We manufacture a com- 
plete line of single and 
two-stage outfits. You 
are sure to find one that 
will meet your particular 
needs in style, size and 

price. Write at once for oO 
full information and de- 








The New Peerless Tubular scriptive literature. Use Style "S” Single Stage 
° utht. ted only. Five 
Radiator a = s woo Re to 3 H.P. motor 
shins ° required, 
Our latest addition to the Peerless Prod- 
, -amilyv—z in: shinai lesen 
— po ae a ee CURTIS PNEUMATIC MACHINERY CO. 
ame 1581 Kienlen Ave. : . : St. Louis, Mo. 
Tubes made of copper, upper and lower Si ilies 


tanks seamless brass, tubes soldered and 
sweated in, fins securely fastened. Spe- 
cial Peerless rider cradle to take up road 
shocks. Made of the high standard of 


530-W Hudson Terminal - New York City 


aAip Bers 

























quality that distinguishes all Peerless USE THIS 9p ie compressors-HoisTs-TroLevs-cranes # COUPON 
roducts. ey SE comme 

P CuRTIS PNEUMATIC = 1581 Kienlen Ave., 
Hardware Dealers who are now carrying SORES SAR <= Se. Louie, Mo. 
the Peerless line—ask vour jobber. Other Gentlemen: Please send me full details on Curtis Air Compres- 
dealers that want to take on this money sors—your proposition and prices. 
making business either ask jobber or a cs caiddaee hd omsadabe Ae bdabnakenadipsaneds 
write direct. 

FRR 0 6 0 6.06. 00:600 0660 66evedssescescescscvccscoesceese 
The Corcoran Manufacturing Co. a TN AAR cigs oneal hide aie 


Section & Foraker Aves. Dept. 9 Cincinnati i i alta et OER Se ee eee 























166 HARDWARE AGE July 3, 1924 





“You always come 
back to W. ROSE” 


: said a delegate at the 1922 Bricklayers’, Masons’ and 
Wiebusch Plasterers’ Convention. 


and 


Hil Ltd. 
' — Wm. Rose & Bros. 


106 to 110 Lafayette St. Sharon Hill, Pa. 
New York No. 113. 542” Wide. 


Al Yi 
ys 
STAR 


HACK SAWS 





No. 213. 6” Wide. 

























The Lifaisoel] 






Gen aPy ces, 
settee 














Building activity means an 
added demand. Better brace up 
your stock of carpenters’ pencils, 


No. 660 illustrated is flat, octa- 


Such popularity must 
be deserved 










in silver, 7 inches long. Its bright 
red polish makes it easily dis- 
cernible in carpenter work. 


HA RD nee a WE HAVE SOMETHING TO TELL YOU ABOUT HACK SAW 
ian GOD. BLADES. WRITE FOR BOOKLET. 


Send for samples and prices. 


Bhotedad Fam Ga. 





CLEMSON BROTHERS, Inc. 
Middletown, N. Y. 




















ATHOL VISES 


In the construction of ATHOL vises no detail in material, 
workmanship or engineering skill, necessary to produce a first- 
class article, has been overlooked or omitted. The experience 
of more than forty years in the manufacture of high-grade 
vises and tools is reflected in a product that is unsurpassed in 
quality or design. Ask for Catalogue No. 36-C. 


Athol Machine & Foundry Co. 
Athol, Mass., U. S. A. 

















Hen 
a =e a 4 —— : , P 
es ie er is a cat Ra airhe Riva 9 8s 














July 3, 1924 HARDWARE AGE 167 


“crews WOOD ae 
SCREWS 


Suwa wl allaalil 
Iloknrhhrl 











pL. WOo, 




















———— 













SPECIAL SCREWS + UPSET WOR 








%, IRON. BRASS 4 ey 
B “ONICKELED AS (Reg. U. 8. Patent Office) 
<OFopy WS WOOD SCREW CO. 









Continental yoO peared Mo. 











There’s Always Good Prospects 


FORSTNER “Among Those Present” 


r The new “Radiovise” was made especially to assist the 

Labor Saving Dealer in catching the extra sale. Many times a little re- 

minder will clinch the sale that might have been lost. 
AUGER BIT | And all that was needed was an attractive display. 

The bright red colors of a “Radiovise” will reach the 

prospective buyer who would never notice a vise of 

ordinary color. It will liven up your vise display and is 


attractive enough to put among your auto and radio 
supplies or in the window. 





Jaws 3%” 





Bores Any Arc 
of a Circle 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
the tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 


scalloping, fancy scroll twist columns, newels, " 
ribbon molding and mortising. {| A Type and Size 
Send for Catalogue. | y for Every Service 


The PROGRESSIVE MFG. CO. is 


TORRINGTON, CONN. Rock Island Mfg. Co. ILLINOIS 


OLIVER-IP(N-AN})STEEL 


Swivel 








An unusual value of quality—and quantity. A real sturdy, de- 
pendable vise for the home work bench. Easily attached, Fur- 
—— with or without carton. Get your share of this profitable 
usiness, , 































and ) 
PITTSBURGH, PA. 


BOLTS, NUTS, WASHERS, WAGON FORGINGS;TELEPHONE SCREW RAILROAD SPIKES, 
RIVETS, PICKS,MATTOCKS, AND TELEGRAPH POLE LINE BOLTS, STEEL BARS, _ 
GRUBHOES AND CROWBARS MATERIAL, ETC. BOAT SPIKES, REINFORCEMENT BARS, 


FASTERN OFFICE PACIFIC COAST OFFICE 


5¢ CHURCH ST, NEW YORKCITY. MONADNOCK BLDG. SAN FRANCISCO,CAL. 
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the poultry yard. 


405 N. Ashland Ave. 





MOE’S LINE OF GOOD POULTRY SUPPLIES 


A fine, complete line, designed by specialists and very 
popular with poultry raisers. 


A clean, profitable and satisfactory line to sell with 
your wire netting and garden tools. 


Send for New Catalog and Prices. 
MOE'S 234k. 
LEG BAND 


HOEFT & COMPANY, Inc. 


Everything for 





Grit Feeder 


Chicago, Ill. 
















SS 
Mechanics and Large 
Manufacturers Use 


bes 0 NOKORODE 
et CoAT Lt] A) Soldering Paste 


Because it is so depend- 
= U ie E S ably pure. Because it 






























is so safe and rapid— 
because it is so easily 
applied. It solders all 
metals except aluminum. 


SAMPLE ON 
REQUEST 


Write for it. 


THE M. W. DUNTON CO. 
Providence, R. I., U. S. A. 









a ae 4/4 “4 7 





ieee. 





WELL DISPLAYED 
IS HALF SOLD— 


This is especially true of such a well-known, 
high quality line as 


K&E 
MEASURING TAPES 


The above illustrated, handsome golden oak display 
case will help you to keep your stock of tapes com- 
plete and in good order. 







It will be furnished without charge to any dealer 
ordering the assortment of Tapes it contains. 


SEND for DETAILS 


KEUFFEL & ESSER CO. 


NEW YORK, 127 Fulton St. Gen. Off. and Factories. HOBOKEN, N. J. 


CHICAGO ST. LOUIS SAN FRANCISCO 
516 S. Dearborn St. 817 Locust St. 30-34 Second St. 


MONTREAL ‘5 Notre Dame St. W. 
Drawing Materials, Mathematical and Surveying Instruments, Measuring Tapes 





















The Wendell Compress and 


Vacuum Washer 







._——> ——————————— 
= ——4 = 
——— = eo 2 


Washes Tub of Clothes in 
Three to Six Minutes 








Order from your Jobber or write us. 


Siete batt 


| Brightening the Day by Lightening the Labor 


STUBER & KUCK CO. Peoria, Ill. 


That is exactly the principle of The Genuine Wendell 
Vacuum Washer. It is an elimination of wash day 
drudgery and offers every Dealer an opportunity to 
lessen the housewife’s task and increase his sales with 
a practical labor-saver. 

Well made of heavy 135 lb. Tinplate with steel rod rein- 
forcement on bottom of body—where it is subject to 
greatest wear. Furnished with extra long, strong 
waxed handle. 








“A Quality Item.” 
Tinware and Specialty 


Manufacturers 











Te ee 
RS poe 
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Shelby Door Holders 


Have taken the place of the old style wooden wedge for holding 
a door open because they hold it securely, are always in place, 
their rubber tips will not mar your floor, and they are easily 
released with the foot. Made in two sizes for heavy and light 
doors and finished to match all Builders’ Hardware. Be sure 
to specify “the Shelby.” 








MADE BY 
The Shelby Spring Hinge Co. Shelby, Ohio 





























Which Hod Would You inp eh | 


ace Hy [ff] SOLID} fi fF: 
Rather Carry: Yl roasted | 


If you had to haul mortar for a living, you i ai ah a 16 in bm fi 
certainly wouldn’t want to carry a hod that | ei tcc seme pry ai 
dripped water all over your shoulder. 


You would choose a Never Drip Steel Hod 
with its one-mece ends. You would go 


whistling on your way while the other fellow WELL DISPLAYED, IS HALF SOLD 


sulked. 

There are lots of hod carriers in your town ; And the beauty of these little counter displays 
who are bearing the discomforts of carrying is that they not only provoke the purchase of the 
leaky hods simoly because they have not been little 4-inch Diamonds, but they sell the larger 
shown the sensible and better kind. sizes too. 

Write for complete Catalog. 





This open field of profit is yours for the 


asking. Write us at once for details. Manufactured and Guaranteed by 


DIAMOND CALK HORSESHOE COMPANY 


| The Cleveland Wire Spring Co. DULUTH, MINN., U. 5. A. 


Cleveland Ohio Diamond Tool Steel Wrenches Make Fast Friends Fast. 





























—we, The NEW RAPID BREAKER No. 103 = 


, ! 
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Saves Much Time 


Wherever Broken Ice Is Used 


In Hotels. Restaurants Sea Food Stores, 
Hospitals, Soda Fountains Ice Cream Plants, 
Drug Stores, Schools, Offices, & 100 other places 


It runs easily, and breaks a block of ice into small uniform pieces in 
a jiffy. It is built strong and sturdy, and galvanized all over to prevent 
rust. The teeth are firmly set in the cylinder without the use of bolts, 
or nuts, and are guaranteed not to drop out. 


NO FUSS — NO MESS — NO WASTE 
O75 | a The demand is now—uwrite for prices t= 
Hopper 8” x 6” NORTH BROS. MFG. CO. Philadelphia, Pa. Height 17’ 














ST 
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peers am New Homes Are Going U 
Resists Moisture Indefinitely iain Sills Tatas + te 


Being made of Certified Malleable iron—the iron 


known to resist moisture—gives unusual durability They are, if you're selling Zimmerman Fasteners to 
to this New new-home builders. Shutters and casements are coming 
back into style and that means an unlimited opportunity 


“rh orway” for the sale of these useful fasteners. A shutter or 
, casement without a Zimmerman Fastener is like a door 
Expansion Bolt 


without a lock—its convenience is greatly lessened. 










a | 
Zimmerman Fasteners 
It expands four ways—the square nut regulate the amount of air Z 
gives four points of contact and as- and sunlight that nters 
through shutters and case- 
sures positive anchorage. ments. eae: es “te 
° the homeowner to ciose 
No collar or sleeve necessary—it an- shutters tight at night to 
chors at any depth and will not creep prevent banging and dis 
forward. courage burglars. 
The big demand for 
these fasteners is due to 
their unusual utility and 











to the advertising which 
has made them well and 
favorably known. Stock 
om, dis > et them, talk 

bound 





names them—and you’re 
The “Forway” is recognized by Beg — 


users as the more practical Ex- 
— Bolt. There’s a Sample 

olt ready to mail to every in- 
terested Dealer. 


Write for information 
and trade prices. 


Write today for your Sample 
and Prices. 


U. S. Expansion Bolt Co. 


Manufacturers Patentees 


139-141 Franklin St., N. Y. C. 


7IMMERMAN 


Fasteners for Shutters and Casements 


THe G. F. S. ZimMERMAN Co., INc. 
10 Broadway, Frederick, Maryland 
































This machine i, 
electrically oper- 
ated by means of 
push buttons on 


Sidewalk Elevator 


This sidewalk elevator, or ash hoist. is de- 
signed for use in mercantile establishments, 


—T | 


A MILLION KEGS 


r oe kegs were sold last year by schools, office buildings, churches, hospitals |] Fy) “oo: ccnoot 
araware tores. or in any type of building where it is nec- Board has instal- 


essary to reach the basement from theside- |] led twelve in their 
walk level. It eliminates hoisting ashesor |] V2TiOUS Public 


Are you getting your share of this 






















. : : 
profitable business a merchandise by hand with a crank and can eer pe er her 
Best quality kegs direct from a respon- be arranged to travel truck height if neces- J drive apparatus. 

sible manufacturer will have a ready sale |} sary. | 


from April to November. Furnished complete 


The best kegs are trade-marked with with steel sidewalk 


‘ : d 
the “Triangle C” and are made only by ring ny —— rl 


Write us today for 
complete information. 


KIMBALL Bros. Co. 


1103-19 9th St., Council Bluffs, la. 


There is a Kimball 
Elevator for every 
requirement 








we | he 
CLEVELAND COOPERAGE COMPANY 


Cleveland, Ohio 


Builders of “Triangle C* Barrels WV —“Built Right to Hold Tight” K M BA L. L 5 R OS . e Q 

















COUNCIL BLUFFS.IOWA 
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“COLD HANDLE” FRY PANS AND SKILLETS 





| ! Mi 


| tit 
fi 


convinced. 







_" Made in the “L. & G.” 
QUALITY, both in FIN- 
eee ISH and WEIGHT. Or- 

em ih der a Sample Line and be 








NEW YORK 


LALANCE & GROSJEAN MFG. CO. 
CHICAGO 











ARMSTRONG’S 


PS Se SA ee ea SS ee 
THE ARMSTRONG MFG CO.BRIOGEPORT. CONN, ===sseseeeess 





Improved Nipple Holder 


No. 20 for No. 2 Stock 
Range %4—1” Right or Left 
No. 30—for No. 3 Stock 
Range 1—2” Right or Left 


The right nipple is always on the job 
when you carry one of these tools. 


The Armstrong Mfg. Co. 


Bridgeport 
Conn. 














‘© Make Jiffy Profits 
in a Jiffy 
With “Jiffy” 


There are lots of folks who need a real honest- 
to-goodness soldering outfit. And there are lots 
of these folks who have let price stand in the 
way of their owning a set. But you can reach 
them with a $2.50 outfit! You know you can! 

That’s “Jiffy!” A complete outfit for $2.50. 
Doesn’t that look like profits? 

You can sell “Jiffy’—and sell it fast. We 
know it and there are a good many hardware 
men who know it too. Now how about find- 
ing it out for yourself? 

Write us about “Jiffy-Profits” and we are 
going to tell you all about it and show you! 


Apex Stamping Company 


Derpt. EG Riverdale. Ill. 








Heller Shelving in Payne-Cummings Hardware Co., North Adams, Mass. 








Quicker Selling 


The speed with which you can serve a customer is a 
factor that brings him in to you again. With Heller 
Swing Door Cabinets you can do more than serve a 
customer promptly, you can also create a prosperous 
appearance that advertises your service to every shop- 
per. Because Heller equipped stores are so thor- 
oughly prepared for quick selling, they get the busi- 
ness. Write for catalog No. 26-A TODAY. 


W. C. HELLER & CO. 


Main Office and Factory Eastern Display Rooms 
700 Wabash Ave. 20 Vesey St 
Montpelier, Ohio New York City 
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The Only Stay 


With Adjustable Spring- 
Locking, Friction Shoes 


MONARCH 
Qolomalic CASEMENT STAY 


Adjustable spring-locking friction shoes—that’s 
the big idea that helps you sell the Monarch 
Automatic Casement Stay. No other stay has 
this big convenience feature. Our advertising 
in House and Garden, House Beautiful, Literary 
Digest and other magazines is emphasizing this 
big Monarch advantage. That's why your cus- 
tomers want Monarch Stays for casement 
windows. 


Write for free illustrated descriptive Manual which gives 
complete list of finishes. 


MONARCH METAL PRODUCTS CO. 


4960 Penrose Street St. Louis, Mo. 





Also Manufacturers of Monarch Metal Weather Strips. 




















“UNITED” PRODUCTS 


Potato, Onion 
and Produce 


PICKING BASKETS 


Guaranteed to outlast sev- 
eral baskets constructed from 
wood or any other wire 
baskets now being built. Made 
from galvanized wire to re- 
sist rust. Electrically welded 
at every joint. 





No weak spots in the construction of any of 
our products. Every article is built to meet 
every requirement to which it will be put. This 
can be secured only by the Electric Welding 
process and scientific design. 


We also make Automobile Hose Clamps, 
Camp Grids and Stoves, Poultry Shipping 
Coops, Exhibition Coops, Feeding Batteries, 
Bottle Carriers, Baskets of all kinds, Paper 
Balers, Shelves, etc. 


Write today for catalogs 


United Steel and Wire Co. 


30 Fonda Ave., Battle Creek, Mich. 
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Wood Screws, Machine Screws, | 
1 Cap Screws, Set Screws, Stove 
Bolts, Sink Bolts, Hanger Bolts, 








| Nuts, Rivets, Burrs, Specialties 















momen — 
nee >< me 


*ann 


RUE economy in the selection of Screw or Bolt Products 

consists in using those that are exactly suited for their 
particular service and that possess unexcelled quality and 
accuracy. 


REED & PRINCE MFG.CO.’ ,,., 
WORCESTER, MASS..U.S.A. 


WESTERN BRANCH arCHICAGO- 12] NORTH JEFFERSON ST. 
ee 

























“Old 
Fashioned”’ 


Quality 


How About the Mechanics’ Trade? 


Sure you have to carry the cheaper line for the 
average householder but how about the mechanic, 
—are you neglecting him? 


Why not carry a few White tools for his trade— 
he wants them. 


Get Our New Catalogue 


THE L. & I. J. WHITE CO. 
125 Columbia St. Buffalo, N. Y. 
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For Your Summer 


Trade 


These are just a few features that 
will make the Summer Pulley 
Season a big one—features that 
make every housewife recognize 
and buy the 


“Ezyrun” Pulley 


Rustless—Ball Bearing 
Noiseless 


Protected from destruc- 
tive weather elements— 
it is fully enclosed. The 
line cannot slip off, out 
or tangle. 

Perfectly balanced Ball 
Bearings render the 
“Ezyvrun” noiseless and so 
easily operated as to per- 
mit a child to pull a 
loaded line in or out. 

The “Ezyrun’s” outstand- 
ing features will create a 
record demand. 








SHOWING INTERIOR 
CONSTRUCTION 


“For Gymnasium Work Specify the ‘Ezyrun’ ” 


Can be supplied to your trade at a reasonable selling 
price and a liberal Dealer’s profit. Ask your jobber or 
write us. 


The Brooklyn Pulley Co., Inc. 
85 Fifth Ave. Brooklyn, New York 
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Your trade will imme- 
diately recognize the 
economy of this G-W 


Both the 
hook 


Ice Axe. 
blade and the 


are renewable—and 
can be replaced when 
worn. 


Supplied with 22” or 
28” handle. 


Get your share of this 
profitable business. Write 
for circular and attrac- 
tive discount. 

2264-R 


l 
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Rubber Chair Tips 


of six different styles and sixteen dif- 
ferent sizes in a neat showcase display 
box. They prevent injury to the 
floors and muffle noise without leav- 
ing a mark. 

Our Catalogue shows our complete 
line of rubber specialties with prices. 
Send for it. 


Elastic Tip Co. 


370 Atlantic Ave. Boston 








Write for complete Price Sheets 
on Electrical and Radio Specialties 





No. 22 list 75c. No. 33 list $1.00 


2-4-1 list 60c. 


AJAX 
Plural Socket Plugs 


Nationally advertised, approved by 
Good Housekeeping and Modern Pris- 
cilla testing laboratories. Guaranteed 
against all damage from heat, moisture 
and breakage. Established values. 
Large profits. Free window display. 
Circulars and price tags. 


Dealers’ Discount—10 and less than 100....... 40 % 
100 and over...... 40% and 10% 


Give jobber’s name whom you prefer and we will send 
free sample No. 22 and five price tags. 


Ajax Electric Specialty Company 
1924 Chestnut St., ST. LOUIS, MO. 
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BOX STRAPPING} i 


No. 3002 Self-Tightening 
Made of Stanley cold rolled steel. The ribs prevent 


the nails from slipping in driving. Round edges 
of strap do not cut the hands. 


THE STANLEY WORKS 

































4 it =| NO LOAFING 

















Bo. 8002 New Britain, Conn. 
Japanned 
Ooile of New York Chicago San Francisce Los Angeles 
800 feet Seattle 


Manufacturers of Wrought Herdware and Oarponter’s Tools 
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More Profitable 4450 pe 
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Afford additional comfort 
—if car is equipped with a 


SPRINGFIELD 
JACK and PUMP 
































No. 9 — 
Low Placement Low aoa 
9 High Lift . 
Frost’s F riction Catches ig _ ish 
Di ions: ciency 
to the trade that demands the modern : pray ong ; , 
and practically equipped Cabinet, Cupboard, Height, closed, 7. Ex- | Dimensions: 
Closet and other Small Doors. tends to 17”. 40” tele- | 7 onoth 32” 
scope extension handle - o. 
The new homes now being hunilt in your , Dia. 1%", 
town create a sage | ne eee Ball Thrust Bearing Hose 26” 
everywhere prefer Frost’s to replace o a i 
style catches. Unlimited Sales, good profit agechiy of t Ten. 5-ply with 
and a satisfied trade await every Hardware T hu m- 
Dealer. Lox” Valve 
Frost’s Friction Catches are furnished in Chuc k. 
styles and sizes for most requirements. The Weight, 5 
adjustable type is simply and easily ad- lbs. 
justed—no special tools required. Non-ad- 
justable are used where lower cost must be 
considered. Show them to the Carpenters 
and Builders that come to your store and 
“pee will follow. Your Jobber Can Supply 
ou. 
Made Only by , 
C. L. FROST & SON iphgaen egies 
Grand Rapids Michigan The SHAWVER CO. =— a 
SPRINGFIELD, OHIO Cmcmpanner geese 
“Mr. Hard Dealer?” 
r. Hardware Dealer? 

Do you realize that no one factor And many dealers who require 
| will draw people to your store like their own copy of Hardware Age 
7 attractive window displays of sea- find it highly profitable to subscribe 
4 sonable merchandise? to extra copies for their sales 

Hardware Age is continually re- meee. 

producing such window displays— The cost, $3.00 per year, is re- 
its representatives are always on turned over and over in better win- 
the lookout for new ideas. dows and increased trade. 





Hardware Age, 239 West 39th Street, New York City 
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(eq HALLENGE 
" REFRIGERATORS 


One-Piece Seamless Porcelain Lined Refrigerators offer 
attractive sales and liberal profits, with features of 
special appeal. Made by the most improved special ma- 
chinery for manufacturing quality goods at lower prices. 





Stock always on hand for immediate shipment—No 
“future” deliveries or waiting for production. 


“We Can’t Build All of Them—So We Build Good 


Ones.” 


Challenge Refrigerator Co. 
Mich. 
Styles furnished in both 


Ash Case and all porce- 
lain exterior. 


Cut shows style No. 89890 


Grand Haven 


“Tce Berg”. An Ash 
Case design with One- 
Piece Porcelain Lining 
feature. 

54” high x 35” wide, 21” 
deep. 





Can be furnished with 
Water Cooler or rear 
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Icing door. 
No. 8989 Write for Catalog. 
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Be Sure _to Stock 


FERNALD 


SWEEPING PAN 


7, Be biggest help ever devised 
for taking up dirt from floors 
without tiring the sweeper’s back. 
Edge makes a good contact with 
floor. When lifted, pan auto- 
matically tilts back and pre- 
vents litter from falling out. 


Stout wire handle — galvan- 
ized metal pan — hardwood 
sides. 


Endorsed by 
Modern Priscilla 


DEALERS— 
Proving Plant 
and Good 


Order now 
from your 

jobber or 

write us for 
prices. 


Fernald 
Mfg. Co. 


Dept. A 
North East, Pa. 


Housekeeping 
Institute. 


ZERNAL Dl 


HOUSEHOLD 








1810 





ANKS that know the hardware business from a 
hardware man’s point of view are not many in the 
United States. 


The Mechanics & Metals National Bank of the City of 
New York is particularly fortunate in that its official 
staff numbers those who have had actual experience in 
the hardware business. 


This experience is at your service. Write us about 
your banking problems; call on us when in New York 
and permit us to show you what a combination of know- 
how and ample resources can accomplish. 


THE 
MECHANICS & METALS 


NATIONAL BANK 


OF THE CITY OF NEW YORK 








Capital, Surplus and Profits, $26,500,000 
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When Buying Sole Leather 


consider the 
protection afforded you by the 


ALA 2 sm 
YELLOW LABEL 


It guarantees the Quality. 


ALLEN’S SOLE STRIPS 


Made from real bark-tanned selected hides. 





THE STANDARD OF COMPARISON FOR OVER 
30 YEARS. 


MANUFACTURED BY 








N. R. ALLEN’S SONS CO. 
KENOSHA, WIS. 


———==——= 
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“OHIO” 
Shoe Lasts and Stands 
Cae CS oes 
¥ AGAINST 
SEMI-STEEL ge AGAINST 
’ hm? inineaiaminns 


F 








The lasts are lock bearing. One 
last is especially adapted for ladies’ 
pointed-toe shoes. 


Order the “Ohio” and you will have 
the most popular sets on the mar- 
ket. Write for prices. 


The Fate-Root-Heath Co. 
Plymouth, Ohio 
N. Y. Office, 90-92 West Bdw’y—D. N. Winner, Mgr. 














U. S. HEADQUARTERS 
IMPORTED 






Sole Authorized imperter 


Ss T Oo E G E R of the Genuine, Original 
MAUSER Rifles, MAUSER and LUGER Pistols 


a ’ Pistols in 6”, 8”, 10”, 12”, 14” and 16” 

i oD W. 3 Mauser, Luger, Mannlicher Rifle and Automatic 
istol Metallic Ammunition; ‘‘Koeln-Rottweil’’ Precision Shot Shells; 
‘“‘Automatic’”’ 16-gage Shot Guns; Cal. 32—10-shot Automatic Police 
Rifle; ‘‘Merkel-Suhl’’ a One , " and Under’ Shot 
ns; Combination ‘Over an nder”’ 
nl ‘Drilling’? Three Barrel Shot Guns and Rifle; Small Calibre 
Rifles, Shot Guns; Small Calibre ‘“‘Over and Under’ Guns, Gallus 
Famous Spanish Revolvers; Revolver Ammunition; Leather and Canvas 
Holsters, Cartridge and Shell Belts; Gun Cases and Covers; Field and 
Marine Glasses; Binoculars, Telescopes, Compasses; Shooting Accessories. 

Repair Parts for MAUSER and LUGER ARMS 

A. F. STOEGER 224 East 42d Street, New York 
One Block from Grand Central Station 





Fire Arms and Ammunition 
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Trojan Box Strapping 





On June Ist the American Railway Association will 
start a Nation wide advertising campaign to get people 
to use more Box Strapping. Stock up now and be ready. 

Write for Special Introductory Offer. 


Dre Haven MANUFACTURING COMPANY 
50 Columbia Heights, Brooklyn, N. Y. 











More and 
Bigger Profits 


ACE 
Hot Spark 
Ignition 
Batteries 


Hot Sparks give the user 
better and longer service 
and you bigger and more 
profits. Ask for prices 
and discounts on Hot 
Sparks, ACE Radio Bat- 
and Victor Dry 
These will prove 
your best sellers. 


HOT ©... SPARK) 
IGNITION ™ BATTERY | - 


THE CARBON PR¢ 














a Carbon Progucts@ 











MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 


Write for catalogue show- 
ing a large number of styles. 
suitable for aN kinds of 


shelving. 
Milbradt Mfg. Co. 


2411 N. 10th St. 
St. Louis, Mo. 





- 








to handle. 


What have you to offer? 
Opportunities Section” of this paper and you’ll be reasonably sure to find a 
reliable salesman to represent you. 


Side Lines For Salesmen 


Many good salesmen are looking for profitable “Side Lines” 


Give details—insert your ad in the “Classified 
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Osborne High Grade Punches Besides Punches Our Line Includes: 


A varied and attractive line for the Hardware Trade. Also: Leather Workers’, Trimmers’ 
and Upholsterers’ and Plumbers’ Tools of superior quality. 


The above tools will please your customers as well as our famous Round and Oval Punches. 


Remember we have had 94 years of successful manufacturing experience, employ only 
skilled workmen and use the finest quality of materials in making our products. 


WANA N We stand back of every tool we make, Try us. Write for Catalog and Prices. 
Bane to ge ag C. S. OSBORNE & CO., NEWARK, N. J. 
ie ESTABLISHED 1826 

















° . ADJUSTABLE 
Sie eden ree || KEYCO we'wnmcm 


have come to know Starrett Tools as 
the best they can buy. They're good 


tools to sell. Zh ~ the nQhEVE 
Write for Catalog No. 22 “A” and the Supplement F Burra gNE ‘ 
describing the new Starrett Tools. : 
PATENT APPLIED FOR 


THE L. S. STARRETT CO. 












The World’s Greatest Toolmakers “Keystone quality.” Made from Alloy Steel, heat treated 
Manufacturers of Hacksaws Unexcelled by our own process. The most durable Wrench on the 
market. Light in weight, can be used with one hand on 

ATHOL, MASS. pipe, nuts or studs. Fully Guaranteed. Packed 12 to a 


rton. Write for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 
Sales Representatives—Surpless, Duna & Co. 


Re. DIETZGEN pga Jenning 


) Measuring Tapes and » Au ger Bits | 
' Folding Rules —— AL 
are widely used by the build- Ze, | Satisicd | aS (' 


ing trades. Quick sellers with | 
good profit. Catalog on request. ee . 7 i ATT 


Our bits and braces have been accepted as standard by the 
finest woodworkers for over fifty years. Bits for every 
purpose—auger bits, dowel bits, car bits, machine bits, etc, 


Bend for booklet, 
Russell JenningsjMfg. Co. 


Chester, Conn. 
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Drawing Tables, 
Boards, Scales, 


T Squares, Trii EUGENE DIETZGENCO. 


angles, Curves, Chicago NewYork San Francisco New Orleans 
Instruments, etc. Pittsburgh Philadelphia Washington 


Ms a 

















Latest Improved 
Plumbers Fire Pot 


Tank of heavy gauge seamless 
steel with welded bottom and 
brazed fittings. Tinned inside 
and out to prevent rust. 

New style generator can be re- 
moved and cleaned without dis- 
mantling fire pot. Big seller to 
Plumbers. See your Jobber. 
Send for Catalog F. 


Detroit Torch & Mfg. Co. 
Detroit, Mich. 
N. Y. Office: 45 Warren St. 


Atlanta, Ga.—A. H. Deveney & Co., 720 









THE HAMMER 
HOLDS 
THE TACK 








Robertson “Horse Shoe Magnet Hammers” 


a high grade line with a good profit to dealers and 
jobbers. Catalogues and discounts on _ request. 

Silver Medal (Highest Offered) Panama-Pacific Exposition TED im. £3 Fourth National Bank Bldg. 
ARTHUR R. ROBERTSON, 94 Portland St., Boston ae a ee Fried Sales Co., 
































Moore White Enamel Household Thumbtacks 


RAPID SELLERS AT HOUSE-CLEANING TIME 
for fastening oilcloth or splash cloths to kitchen walls and tables, on pantry shelves, covers on 
card tables, washable covers on baby carriages, netting to windows or over baby cribs and many 
other useful purposes. Packed 36 to a 25¢ box, 2 dozen boxes to counter display carton. 
List $6.00 per carton; Dealers $4.00 per carton, a profit of $2.00 


Moore Push-Pin Co. (Wayne Junction), Philadelphia, Pa. 
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THE H.L. BROWN FENCE AND MFG. CO., Cincinnati, Ohio 


All Pickets Made of No. 9 Heavily Galvanized Wire 


MANUFACTURERS OF PROMPT SHIPMENT 


Ornamental Lawn Fence en anes Gnibdc:,; sbenenennnnnednnanenan avant FROM STOCK 


Walk, Drive and Farm Gates TB ere GUCURSDOEOREOSEREOEOUS meee 
Rubbish Burners, Trellis Ht : ; i UU WRITE FOR PRICES 


Flower Border, Tree Guards 





> tr HATE i 2 
" : 
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Introducing Two New INVISIBLE HINGES 
“Always Reliable” tien gine Mi une ate © te detetie wer 


For this purpose Soss Invisible hinges 
are used. They have all the rugged- 
ness of the common hinge, but cannot 
be seen at all when cabinet is closed. 
They can be easily installed by any- 
one who can bore a hole. 


Coil Gasoline Furnaces. 





No. 13 Bulb, and No. 14 Pump. 





Ask for circular illustrating and describing 
these articles. 





There is a size and style for each 
purpose. Just the thing for radio and 
music cabinets, etc. 


Jobbers Furnish at Factory Prices. 


Otto Bernz Co., Inc. 























<< Newark, N. J. 
Established 1876 SOSS MFG. CO. 
“Covered by several Manufacturers of ‘“‘ALWAYS RELIABLD” ~ » 775 Bergen St. Brooklyn, N. Y. 
patents.’’ furnaces, torches, and plumbers’ tools. Ps 

















PaincTogeleBolts os og | | GE, Wright Steel & Wire Co. 


The only spring type toggie 
Manufacturers of 





on the market. 
The wings open instantly 
in any position in hollow 
material. 
Any — head 
Any length bolt 
Standard bolts threaded 


to hea 





UPERIO 








Galvanized 


Hardware Cloth 


Requires no guiding— 
just insert—The spring 
does the rest. 


Samples on request— 
no charge 


THE PAINE COMPANY 


Cor. Sacramento Blvd. & Carroll, Chicago, Ill. 


Wire Clothes Lines—Wire Lathing 
Hex Mesh Poultry Netting 
WORCESTER, MASS. 





33 Warren St., New York, N. Y. 
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American Bessemer, American Open Hearth and ac hae MF SSE: Soy The 
KEYSTONE COPPER STEEL ee ee Rianne 
Black and Galvanized ra. eZ 4 ae 7H. B. Ives Co. 


cor | i) 
! tT HL 
r 


au SOGGe 






7 New Haven, Conn. 
U. S. A. 
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Established 1876 
We manufacture SHEET AND TIN MILL PRODUCTS for all pur- Incorporated 1900 


poses— Black Sheets, Galvanized 





Sheets, Corrugated Sheets, Culvert Manufacturers 

aot eine hohe Rete BUILDERS’ HARDWARE 
gy ier 9 Ely age HIGH GRADE WINDOW AND DOOR 
Hee place Bright Tie Pl Eee SPECIALTIES 








AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 


Sens for set of revised weight carde and dooklete, ond watch for our large ode WRITE FOR ILLUSTRATED FOLDER 














STEEL — IRON — WIRE 


Of Every Description 


THE HAROLD McCALLA CO. 


Beach St. and E. Columbia Ave. 


PHILADELPHIA 


Large Stock of Black and Galvanized 
BARS HOOPS CHANNELS PLATES WIRE 
BANDS ANGLES TEES SHEETS METAL LATH 
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Sylika Sharpening Stones 


After all, a natural stone can’t be 
beat. For sharpening tools and 
cutlery Sylika Sharpening Stones 
are unsurpassed. To be used es- 
pecially where a “grit-free” stone 


is specified. 


66 


For information regarding sizes 
and prices, write 


AMERICAN RUBBING STONE CO. 
CINCINNATI, OHIO 


“Reese Padlocks” 


A line of. staple 
padlocks with a 
good profit to job- 
bers and retailers. 
Quality guaran- 
teed Catalog and 
price list on re- 
quest. 


REESE PADLOCK COMPANY 


Formerly 
EXCELSIOR LOCK AND HARDWARE COMPANY 
Laucaster, Pa. 




















Burns Better— 
Lasts Lo nger 


The No. 208 Torch has improved 
Double Blunt Needle Burner, 
producing about 300 degrees more 
heat. Orifice cannot clog as the 
upper needle keeps it cleared. 
Both Needles are blunt, making 
it impossible to ruin the burner 
by forcing as in other makes 
having sharp needles. No. 208 is 
the Torch for quick work and 
hard service and will outlast two 
ordinary Torches. Jobbers Supply 
at factory prices. Send for a 
catalog. 


Clayton & Lambert Mfg. Co. 


10619 Knodell Ave., 
DETROIT, MICH., U. 8S. A. 





No. 208 Torch 
Ask for latest price. 








PUMPS 


A Type for Every Service 


THE GOULDS MANUFACTURING COMPANY 
Seneca Falls, N. Y. 


ULDS 














IF YOU SELL A 


UTILITY 


Bucket Pump or Sprayer | 





your customer will have many 
years of satisfaction. Send 
for our catalog illustrating a 
sprayer for every purpose. 


ALBERT LEA 
SPRAYER CO. 
Albert Lea, Minnesota 
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VAUGHAN’S KITCHEN ‘roOoLs 
Mean a Volume of Small Sales That Will Total 


ore Than Large Ones. 


You cannot always judge the amount of money in a 
line by the price of the individual article—it’s volume 
sales that count. 

Vaughan’s kitchen tools—cake turners, spoons, spatulas, 
milk cap lifters, etc., are strongly made—nickel plated— 


long lived. Displayed where the housewife can see them, 
they sell on sight. 

Vaughan’s Combination Can Opener and Cork Screw its 
advertised nationally in woman’s magazines. Be sure it 
de in stock. 


4dUad9 9/}}0g pure MAIISH40) AYIN 


Send for Complete Catalog 


VAUGHAN NOVELTY MFG. CO., Inc. 
3211-25 Carroll Ave. Chicago 























LIL) 


as easy as it makes the sale. 


STURO?’ SQUARE HOLE HANDLE 








The top 
the hole 
square and guides 
the shank. The bal- 
ance of the hole is round 
and binds the shank secure- 

ly. Enables the handle to be 
quickly driven on perfectly true 
with the bend. 











NEW SQUARE 
TOP HOLE 


SQUARE SHANK 




















Write Your Jobber , 





|| Columbus Handle & Tool Corp., Columbus, Ind. 

















LIL Oo 
It’s New— It makes rehandling jobs easy just 








CL] 





“STERLING” 





BEST BY TEST 
Fully Guaranteed 


Free Booklet, “Cutting Hack Saw Costs” 


Diamond Saw & Stamping Works, Buffalo, N. Y. 


ies Gee ee. CR TOR 5 coc se 0ee.c ck bhbeeéecvedbeeeens 
booklet “Cutting Hack 
Saw Costs.”’ nc ceeen ma steneneumeeiewes ma 
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DEALERS WANTED EVERYWHERE 








Iron Fence, Gates 
Lawn Vases 
Settees 


eee seueat General Iro 
| UUAUUELN} and Wire Work: 
Ter | l CHAIN-LINK 


HATES WIRE FENCE Ricca Bits of All Kinds 


Ask for Catalog 
THE STEWART IRON WORKS CO., Inc.,225 Stewart Block, Cincinnati, 0. The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 


Everything in Pocket Knives 7 S TR A T TO Plain or ee in 
6 colors 


“Hammer Brand” 


Pocket Knives >>? , H A N D L E S 


New York Knife Co. &:. —= a : For Small Tools, Utensils, Electrical Goods, Etc. 
Walden, N. Y. on Bis STRATTON MFG. CO., Stratton, Maine 


Waste for Cleaning, Wiping and Packing. 
an soon ee Twine Mops, Thread Mops and Mop 
66 Cloths for Cleaning, Wiping and Polishing. 
ESTED a Famous apenas ay & Wicking for Packing and Tuftin 
TRADE that -_ Bleached Cotton for Nitrating. 


' Caulking Cotton, Cotton Rope and Clothes Lines. 
\~/ Je MC Carpenter’ Tap seal Die Company MASCO Send for samples and. prices 



















































































Oldest Tap and Die Makers in A ane a MASSASOIT MANUFACTURING CO. 


ange ane Gon ws mat aon Fall River, Mass., U. S. A. 
Pawtucket Rhode Island New York Office - - - 350 Broadway 


























HACK “*LENOX’”’ saws eh 


The best product. The best price. 
Send for samples of our 667C 


| Satisfaction 
See 667-C eS Coated 





AMERICAN SAW & MF@. CO SPRINGFIELD, MASS., U. 8. A. {) —___/ Bullock Mfg. Assoc. 


Springfield, Mass. 


THE FOWLER & UNION —— ED or sate 
HORSE NAIL CO. wy PON ER IMPERIAL STEEL 


HORSE SHOE NAILS DIPPED GALVANIZED matter "orming, 
OF HIGHEST GRADE a | d and nut or strap styles——single a 


double bead Rods are electro galvanized. 
‘ANS —————— Also triple twist wire hangers furnished 
Plant at in COPPER or Galv. wire. 


1000 MILITARY RD., BUFFALO, N. ee OHIO WIRE PRODUCTS COMPANY, Dover, Ohio 



































STANDARD SINCE 1865 7 SEYMOUR SMITH 


Por 38, years Priest’s Clippore Self-Piercing Bull Rings. Made in all 


tion. None sell so readily to sizes of pure copper. Send for our 
and Horsemen. We new descriptive catalogue. 

make both kinds. N SEYMOUR SMITH & SON, Inc. 

AmericanShearerMfg.Company = ne ees Ca 


Nashua, N. H. = Sales Agents: John H. Graham & Co., 113 Chambers St., New York 











UNIVERSAL : THE GENUINE 


BOX STRAPPING HUNTERS SIFTER 


The Standard of the World Since 
CARY MANUFACTURING CO. — 


Imitated But The Fred J. Meyers Mfg. Co. 
Manhattan Bridge Plaza, Brooklyn, N. Y. Never Equalled Hamilton, Ohic 














A Faster Selling Mop Offers More : 
Profit and Quicker Turnover— Looking for a Hardware Store? 


The place to find one is in the “Classified 
Convince yourself by selling xSQUEEZ-EZY. ” 
/ The mop that wrings by a twist of the Opportunities Section’’ of this paper. 


handle. Keeps hands out of water. Saves By watching the FOR SALE ads you'll be 
Mi iy time and back-bending. reasonably sure to secure a Good paying busi- 
= =, ; Wy) SQUEEZ-EZY MOP CO., INC. ness at a fair price, or better s et the trade 
wae“ He , New @etenne, ke. know the kind of a store you are looking for. 
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FULTON DUST PANS 








eps: THE DUST POCKET LINE 
has taken the Trade by Storm 
SOLD FROM COAST TO COAST 
A few of the jobbers scattered throughout the 
country from whom you can purchase DUST 
+d POCKET DUST PANS: 
See PUR Ms Obie ccc ccccccccckievess Milwaukee 
Townley Metal & Hdwe. Co.............. Kansas City 
Van Camp Hdwe. & Iron Co............... Indianapolis 
Me Se Ge GO cwecccwecceteses Allentown, Pa. 
cS. 2 fF 2: are Dallas, Tex. 
rine ke ap a 6s'6 ob Detroit, Mich. 
ee Ce Mad a waccccs’odenmee’ Baltimore, Md. 
ee arr ee Cincinnati, Ohio 
Barnett & Brown.......... onetenveles ele New York City 
rr Cogn cctccuececedsoand Philadelphia 
Mi. cece eeseese Oe Pittsburgh 
I I i a a Peoria, Ill. 
Holbrook- Merrill-Stetgon................San Francisco 
nn i. i... cee dbecidees peaeen Seattle 
I Co ee Seattle 
— fh REE BR ate Nae ok Spokane 








Patent Novelty Co. Ine. 


De Luxe No. 60! 
Also made with 


on the Mississippi 





Ask your nearest jobber Fulton, Ill. 
or write us. 


ordinary handles. 





TACKS 


ALL KINDS 


Beads i) 


TOWER MFG. CO. 


MADISON, INDIANA CINCINNATI, OHIO 
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all profes- 
sional barbers, as 
well as many home users, 


find complete satisfaction in Koken Razor 
Strops. A profitable line of ready sellers 
listed in our catalog. Write for it. 


Koken Companies, St. Louis, U.S.A. 





POER RATING SASIRAROSLVGUTARLALTOLEOAAOLORTAGERIDODRORRORACGDROLSODDRRERRATOR SOI M ’ 


PA 








Steel Drop Forged Horseshoes for Horseshoe Pitchers; standard 
regulations, size and weight; will stand the gaff. 
Guaranteed for one season. 


Geo. W. May Design “Barnyar d Golf” 


The Coming 
Game 


WATIONAL- Sp, 
wosst SHOE comsetng 
AKROW Onn ad 


Used _ exclusivel by 
Geo. W. May, World’s 
Champion; Frank Lun- 
din .Ex-Champion; 
Frank Jackson, Ex- 
Champion. 

Write for catalog and 

de” price Tet. 


trade price 


Sold through Dealers. 
<4 NATIONAL STANDARD 
\ HORSESHOE CO. 


Patented April 24th, 1923 AKRON OHIO 
Largest Manufacturers of Horseshoe Pitchers’ Equipment in America. 


>’. 














~~ MARCY ICE PICKS 








THE BEST—FOR LESS 
Let Us Prove It 


MARCY TOOL WORKS, inc., Putnam, Conn., U.S.A. 


NEW YORK CHICAGO 
75 Barclay St. 180 N. Market St. 











Ask your Jobber for 


Rocking Table 
Apple Parers 


and 
Little Star and Daisy 
Apple Parers, Corers 
and Slicers. 

Mfd. by 
HUDSON PARER CO. 
Leominster, Mass. 
Sole Agents 
Livingston-Cooper Corp. 

131 East 23rd Street - New York City 














Every Housewife Wants One 


—because Handy Fruit and Vegetable 
Slicers add to dainty cookery. It slices 
all kinds of Fruit and Vegetables in an 
infinite variety of fancy, attractive de- 
signs—without waste. 


Simple tn operation. A ‘“‘Twist of the 
Wrist’’ does the business. Each ‘‘Handy”’ 
in an attractive carton for easy sales. 


The Handy Slicer is one of the large 
Handy House Furnishing Line of profit 
makers. Write for catalog and propo- 
sition. 


THE HANDY THINGS MFG. CO., 


HANDY vedi? SLICER 


LUDINGTON, MICH, 

































CUSHION 
TIRE 


i= TORE LADDERS 


Insure perfect shelf service for any line of mer- | 
chandise. Deep tread steps, properly spaced, with § 
convenient full length handholds on both sides of . 
ladder permit mounting or descending with ease. | 
Both hands free to remove or replace stock without ; 
danger of falling. Cushioned Tired Trolley and 
Truck Wheels eliminate noise and prevent vibra- | 
tion. Erection as simple as A, B, C. Utilize 
small space. Make top shelves safely 
available for stock purposes. One 
style—neat of design—nicely 
finished—any height ceil- 
ing. Thousands 
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Opportunity Seeks The Eye 
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Business Opportunities 








Builders Hardware School 


Teaching by Correspondence. Blue 
Print Reading. Specifications. 
Builders’ Hardware. Salesman- 
ship. Advertising. 


This course is for the Hardware Job- 
ber, Retailer and Clerk. We have 
students as far South as Florida and 
West to California. 


Builders Hardware School 


ADDRESS BOX G-109 
care HARDWARBP AGB, New York. 














FOR SALE—Hardware Store in Central Ohio. 
Good Farm Land Surrounds. Stock will Invoice 
about $5000. Good Store Rcom, 36x45 feet. 
Implement Shed, 30x70 feet. Will sell half in- 
terest in stock. Will sell building or rent same 
cheap. Good chance for anyone interested and 
willing to work. All new stock. Address Box 
G-172, c/o Harpware AGE, 239 West 39th 
Street, New York, N. Y. 





FOR SALE—Old established hardware busi- 
ness, New York State. Up-to-date stock and fix- 
tures, invoicing around $6,000.00; building 
$5,000.00. Good turnover. Mill town, 1500. 
Only hardware store. Good surrounding small 
towns and farming community. Heating, elec- 
tric, plumbing supplies. Carry nationally known 
exclusive agencies. Reason selling—owner absent. 
— Box G-177, care Harpware Ace, New 

or 





FOR SALE—One Sixteen-foot Wall Tool Case. 
Three Eight-foot Sections Stock Boxes. Two 
Screw Cases. One Bolt Case. Six Rolling 
Ladders. All Heller Equipment. Condition 
like new. Owner Retiring. Address, Geo. W. 
Baker, Westfield, N. J. 





FOR SALE—Established hardware business in 
town of 8000 in Northwestern Ohio. Railroad 
shops and some manufacturing. Fine Farming 
territory. Stock consists of shelf and builders’ 
hardware, paints, stoves, cutlery, sporting goods 
and house urnishings. Invoice $30,000.00. Poor 
health reason for selling. Address Box G-188, 
care Harpware AGE, New York. 





FOR SALE: AN _ UP-TO-DATE HARD. 
WARE 


ICANS. O 

cara OF NORTHERN WEST VIRGINIA. 
TOCK AND FIXTURES $11,000 TO $12,0 

ADDRESS BOX G-197, CARE HARDWARE 

AGE, NEW YORK. 





FOR SALE: Hardware stock in southern IIli- 
nois. Good farming and coal mine community, 
on Midland Trail hard road. Al! new stock, will 
invoice between five and six thousand dollars. 
Good store room. Reasonable rent. Terms cash. 
About 30 miles from St. Louis. Address Box 
G-199, care Harpware Ace, New York. 


is the total number of replies for 1924 which 
have been received up to the closing date of 
this issue and forwarded through this depart- 
ment to advertisers using Box Numbers. This 
does not include replies that have gone direct 
to advertisers using their signature. 





Business Opportunities 








Article All Hardware 
Dealers Await 


Can be obtained by a manufacturer. Due 
to unexpected business developments, this 
item cannot be conveniently handled by 
us at this time. We are offering it to a 
manufacturer, or any other, either as an 
outright sale or to be sold on a royalty 
) basis. The patent has been applied for 
on this item, and any buyer can easily 
develop a very large yolume among Hard- 
ware Dealers and Job ‘ 

Address the advertiser as below for fur- 
ther information, and advise in first letter 
the nature of the arrangement desired and 
financial ability to handle this matter. 
Address Box No. G-200, HARDWARD 
AGE, New York, N. Y. 

REAL OPPORTUNITY TO GET 

FAST SELLER 











For Sale: 
Real Purchase Opportunity 
Excellent Retail Business 


‘‘Bstate desires to sell large, established 
} furniture and hardware concern with un- 
dertaking stock. Stock invoices about 
$8,000. Occupies cement building with 
basement under all, living apartments 
above, and is 80 by 30 feet. 
‘*Building for sale or rent. 
‘Located Bellaire, Mich., County Seat, 
Antrim County; surrounded by good farm- 
ing country ; on chain of lakes and rivers ; 
halfway between Petoskey and Traverse 
City; big resort trade, and excellent gen- 
eral business and opportunity. 
‘‘Address, with credentials, P. O. Box 
! 217, Bellaire, Mich.’ 





Business Services 








Direct Result Advertising for 
Stores Dealing in Housewares 
and Hardware 


A service that has the cuts, the ideas, the 
plans all ready to add prices and give to the 
printer. For store news, circulars, or news- 
paper advertising. Only one store in a town 
can have it. If you seriously intend to go 
after more business in the only way you 
can get it—write for information and rates. 
HARDWARE AGP SERVICE, 239 W. 39th 
ST., NEW YORK CITY. 














FINANCIAL——services in financing, in- 
corporating, local office addresses, loans, 
collections. 








Certified Sales Specialists: 


OVERSTOCKS quickly reduced and turned 
into cash profitably with a Jaffin sale. In- 
creased sales secured without increased 
overhead. Old stocks cleaned out. New 
customers attracted and old ones held. 
Financial difficulties overcome. Wire or 
write at once for full facts. DB. W. Jaffin 
Sales System, 12th floor, 1133 Broadway, 
New York City. 














CAPITAL SECURED, CORPORATIONS 
ORGANIZED AND FINANCED. BLANCHET 
& COMPANY, 347 5TH AVE., NEW YORK. 





Help Wanted 


HELP WANTED: Wanted traveling salesman 
who has had experience with the retail hardware 
and sporting goods trade. One who has an estab- 
lished line of customers, and who can sell sport- 
ing goods in the Middle West or South. rite 

iving territory covered and length of time. 

red Biffar & Co., 323 W. Randolph St., Chi- 
cago, Ill 














——-_— ——— 


COMPLETELY PO atte Pak abe 
R SALE IN SYRACU 
Ideal Tight ve nell oy » By “brick, 
mine lathes, drill presses, drop hammers, 
pons room, enameling ovens, etc., all modern. 
ow ——a foGed. For details and 
yhotographs, hae Commercial Real 
‘state, cece WY 


FOR SALE: One of the best hardware stores 
in Chicago located on South Side. Carrying a 
full line of hardware tools, cutlery, kitchenware, 
paint, glass, electric and auto supplies. 150 ft. 
oak fixtures, 12 ft. high. Stock and fixtures in- 
ventor $25,000. Sales 1923—$70,000. Retiring 
from business. Address Box -198, care Harp- 
WARE AGE, New York. 











Wanted: Retail Hardware Store 
in New York City. Must be well paying 
and strictly hardware. Can invest $10,000 
Cash. Will consider partner who thor- 
oughly understands business or be inter- 
ested in established concern. Address Box 
G-187, care eomepetecngts Age, New York. 























Business Services 





RALPH COEN—HARDWARE AUCTION- 
EER—At our weekly trade sales we dispose of 
any and all surplus stocks, liquidation stocks, etc. 
Through us you turn such stocks into immediate 
CASH. The N. Y. Market is the quickest 
“turn over” market in the world. The R-C 
OUTLET, 303 Fourth Ave., New York, Ex- 
ecutive Offices. 








Wholesale 





FIVE SALESMEN WANTED to sell on com- 
mission for a Hardware Jobber, complete line. 
To work from the following cities: St. Louis, 
Jacksonville, Minneapolis, Atlanta and New 
leans. Will pay commission on all Mail Or- 
ders, as well as orders taken by salesman. We 
have customers in all territories. Give informa- 
tion as to experience and references. All infor- 
mation will be held strictly confidential. No ob- 
jection to side lines, providing they do not 
conflict. Address replies to Sales Manager, Post 
Office Box 1458, Hartford, Conn. 





“VAPO” OIL STOVE SALESMEN by Fac- 
tory Agent Co. to sell the famous ““Vapo” Wick- 
less Oil Stove and other staple hardware lines 
on a straight commission basis in choice terri- 
tories now open in practically all States west of 
the Mississippi River. Only experienced quali- 
fied Hardware or Stove Salesman please apply. 
Excellent proposition, right parties. Address 
Box G-184, care Harpware Ace, New York. 





WANTED: Young man with some experience 
in Builders’ Hardware. Wholesale. P. O. Box 
691, City Hall Station, New York. 
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HARDWARE AGE 








Use the “Opportunity Section” to reach Hardware 
Manufacturers, Manufacturers’ Agents, Jobbers, Job- 
bers’ Salesmen, Retailers and Retail Salesmen. 


No illustrations accepted for these pages. 
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Help Wanted 
Wholesale 


YOUNG MAN with thorough knowledge of 
hardware, especially mechanics’ tools, to take 
charge of tool department. Large wholesale 
house in east. State age, experience, qualifica- 
tions and salary expected. Address Box G-179, 
care HarpWARE AGE, New York. 











WANTED—Hardware salesman for western 
and northwestern section of South Carolina, Ad- 
dress Box No. 852, Charleston, S. C 





Retail 





WANTED—Experienced Bookkeeper with ex- 
ecutive ability. Capable of handling credits and 
collections in a wholesale and retail Hardware 
Store. Experienced on Burroughs Bookkeeping 
Machines preferred. An_ excellent opportunity 
to one fitted for the position. Give age, experi- 
ence and reference, also salary wanted, in first 











letter. Address Box G-182, care Harpware AGE, 
New York. 

Positions Wanted 
= 


CATALOG COMPILER. Thorough- 
ly experienced on hardware and 
automotive supply catalogs, desires 
to connect with Manufacturer or 
Jobber that issues trade catalogs. 
Also qualified for trade paper copy 
writing. Highest references. 


Address Box G-194 
care Hardware Age, New York 














Man, equipped with 14 years of hardware ex- 
perience, as retail salesman. Now employed for 
good reason wishes to make a change, desires 
connection with wholesale house, as house or 
traveling salesman, or with good retail house. 
Would consider Manufacturers line on the road, 
on salary or commission basis. Age 38. Good 
health and references. Address Box G-181, care 
Harpware AcE, New York. 








Positions Wanted 
Retail 








HAVE you a position open for a hardware 
man with real ability, pep and ambition? One 
that has the ‘“‘go-get-em” qualities. Knows how 
to buy and sell goods, dress windows, arrange 
stock and make your store presentable to cus- 
tomers and keep them coming. I am not looking 
for a large salary, but expect ——— when 
my ability is proven. New York, New Jersey 
or Connecticut preferred. Address Box G-164, 
care HarpwareE AcE, New York. 





Manufacturing 





EXPERIENCED SALESMAN, _ twenty-six 
years old, selling specialty lines to jobbing and 
retail trade Ohio and Pennsylvania past three 
years desires permanent connection, A good 
salesman, reliable in all respects. Best of refer- 
ences. Address Box G-189, care HarpDWare AGE, 
New York. 





SALESMAN, 35 years old, who has initiative, 
and long experience as Sales Manager as well as 
Jobbers’ Buyer, Sales Correspondent, publicit 
man and catalog compiler, desires connection wit 
a manufacturer of staples or specialty. Would be 
interested in a proposition with moderate salary 
and a future. Address Box G-173, care HArp- 
WARE AGE, New York. 
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READ THEM USE THEM 























For over 30 years the leaders in 
making tools for stone workers. 
Catalogue. 


TROW & HOLDEN COMPANY 
: BARRE, VERMONT 








CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 








YERDON CAST 
BRASS HOSE BANDS 
give JUST THE SERVICE 
you want Hose Bands for 
on All Hose Connections, 
A trial will convince. 


WILLIAM YERDON, Box 102, Fert Plain, N. Y. 





| LUMBER 











American Can 


TONTAINECAS OF TIN PLATE BLACK (RON GALVANIZEO (ROM «SHAR 


American Can Company 


[SILVER LAKE 


SASH CORD 


NET WEIGHTS FULL LENGTHS 
Sliver Lake Co., Newtonville, Mass. 














TAPS 





Dies, Screw Plates 


WINTER BROS. CO. 


Wrentham, Mass. 








BALE TIES 


Best Made — Prompt Shipment 


Baur Bale Tie Co. 


INDIANAPOLIS, IND. 








Economy 
Hose Attachments 
For connecting hose to smooth 
faucets. Slips on and off easily. 


Economy Mfg. Co. 
5350 Germantown Ave. 
Philadelphia, Pa. 

















Waltham, Mass. 
Tubular and Bifurcated 


—- RIVETS = 








Scythes since 1912. Axes sines 1886. 


RIXF ORD Batt Highgate, ¥e. 


ELEVATORS 


and Dumbwaiters 








for House, Store or Warehouse. 
Write for particulars. State your 
requirements as to size, capacity 
and lift. 





fhe SIDNEY ELEVATOR Mfg.Ce. 
Sidney, Ohie 








Taintor Positive Saw Set 


All steel. Fully 
Guaranteed. Send 
for Free Book. 






MFG. CO. 
TAINTOR N.Y. City 


SCYTHES a 


113 Chambers St. 








The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 
J. R. Torrey Razor Co., Worcester, Mass. 











Bull Dog-Grip” 


Manufactured by 
U. S. Clethes Pin Co., Montpelier, Vt. 


J. L. THOMPSON MFG CO. 


n Have a 


Sales Dept. 
1015 Unien Bank Bidz., Pittsburgh. Pa. 





ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 NewSt., Philadelphia 
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‘Want Ads Are Pictures. 


HARDWARE 





Use the “Opportunity Section”’ 


to reach Hardware 
Manufacturers, Manufacturers’ Agents, Jobbers, Job- 


Set Solid, Minimum 50 words 


bers’ Salesmen, Retailers and Retail Salesmen. 1 inch ‘‘Box’’ 


No illustrations accepted for these pages. 


Allow seven words for Keyed Box Number Address. 


Each additiona] word 
oe rn 2 Ge. . conc 0 bcdscbenevsersseese 4.00 
Each additional word .08 


Each additional inch 
4 insertions, 10% off; 8 insertions, 15% off 
Remittance Must Accompany Order 
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Value 
Pictures. They show to those 
anxious to respond opportunities 
that are very welcome. 


Paint Your Values 


Reach out to the eyes of men who 
want you 


with 


your | 


‘fwant’’ 


in clear | 
language | 
—placed | 


on these 

pages —and 

taking advan- 

tage of a Bill 

Board Message throughout the 

trade to bring you quickly and 

economically what it is you 
‘‘want ’ 





Use Coupon Below 


Positions Wanted 


Manufacturing 





A progressive hardware executive seeks factory 
connections for South America. Highest creden- 
tials as to ability and integrity. Address Box 
G-190, care Harpware Ace, New York. 








TO MANUFACTURERS 


Is your organization looking for a man 
who thoroughly understands the whole 
job of advertising your product? 
My experience, from the gathering of 
data to the completed circular, booklet or 
trade paper advertisement, qualifies me 
to obtain effective advertising results for 
you. 

Address Box G-196, ) 
care Hardware Age, New York. 














SALESMAN, with extensive experience on 


the road in hardware and sheet metal products | 


such as sheet steel, tin plate, steel ceilings and 
galvanized ware, solicits correspondence with 
jobber or manufacturer. Territories traveled: 
New York, Pennsylvania, Vermont, Missouri, 
Kansas and Oklahoma. Address Box 'G-195, care 
HarpwarkeE Ace, New York. 








Sales Accounts Wanted 





MANUFACTURERS’ AGENT, calling on hard- 


ware, department stores, and industrial plants, in 
lilinois, invites correspondence from manufac- 
turers of tools, hardware and wire specialties, and 
kindred lines desiring representation on com- 
mission basis. Address Box G-191, care Harp- 
WARE AGE, New York. 





MANUFACTURERS’ AGENT: 


GENTLEMAN KNOWING ALL _ BRITISH 
ISLES WOULD ar eae TAKING BACK 
WITH HIM AGENCY. GROUND COVERED 
Ad ER TEN YEARS. WRITE IMMEDIATE. 
LY FRANK RAWCLIFFE, CASSIDY 
HOTEL, WILMINGTON, DEL. 








MR. MANUFACTURER: Are you receiving 
100% Representation? Two well-knqwn Hard- 
ware men noted for their aggressive and progres- 
sive growth in the wholesale and retail lines will 
be open for an exclusive sales agency after Jan. 
Ist, 1925. nly a strictly meritorious proposi- 
tion will be considered. Can finance own ac- 
counts if desired. References furnished. Ad- 
dress Box G-201, care HARDWARE AGE, New York. 


Fill This In 





Sales Representatives Wanted 


Men of experience and ability in selling 
the hardware field know and follow this 


section. 





ESTABLISHED MANUFACTURER desires 
commercial traveler to sell his products, Dog 
Collars, Pistol Holsters, etc., to the Hardware 
and Sporting Goods trade in Texas and adjacent 
states. State age, experience and all details in 
first letter. A. F. & A. M. preferred. P. O 
Box 130, Patterson P. O., Baltimore, Md. 





MANUFACTURERS of full line household 
specialties want local representatives in all_impor- 
tant cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. 
State experience, lines handled and _ territory 
covered. We want none but those who can 
“‘make good.”” For such our proposition is an 
excellent one. Address “S, H.,” care Harpware 
AcE, New York. 





SALESMAN, attractive side line, liberal com 
mission, sell patented garden implement to job- 
bing trade. State experience, age, territory now 
covered, etc. Address Box 156, care Harpware 
AcE, 1420 Widener hatin Phila., Pa. 





WANTED: M: aitiieatteni Representative to 
sell our complete line of Sliding Door Hangers, 
etc., also Automobile Jacks to all large Dealers 
and Jobbers on commission basis in Southwestern 
States. Address Lane Brothers Co., Pough- 
keepsie, N. Y. 








HARDWARE AGE 


“DEPENDABLE WANT ADS” 


Let Us Help You Word 


Your “‘Want.”’ 


{ a s 











a 


Classified Advertismg, Hardware Age, 239 W. 39th St., N. Y. C. 


Here is a “want” that the hardware field can satisfy for me. 
.in the next available issue. 


heading 
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INDEX TO ADVERTISERS 


THE ADVERTISERS’ INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance wil] be made for errors or failure to insert. . 
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SaaerimMmerewwee GUITER™ 


€2. aL RPHEM< ver 


THE FAMOUS JWZILCORS RIGID EAVES TROUGH. 
4, 5.6, 7, 8,9. AND 10 INCH SIZES IN GAUGES 29 TO 
Pea NVAN I )4-10 et ole) ~~) -1-1-1 8 et | =n 9. ee) ~ 


LAP JOINT IN 3°, 


24 FROM GALVANIZED STEEL, 


SLIP JOINT 


PATENTED MARCH 12, 1912 


at © 5 4 en OL ©) Oh OE | LO) EE 5 BE OO) 1 8d so 





Preferred Stock! 


HE good judgment of experienced Contractors and Builders, 
has made the complete line of Milcor quality Eaves Trough, 
Conductor Pipe and Trimmings. more widely used than any 

other similar products. Architects approve of the craftsmanlike 
finish of Milcor Products. Building owners rely on this good 
Rain Conductor Equipment. Contractors, Builders, Tinsmiths 
and Sheet Metal Workers prefer Milcor Products because of 
their easy fitting qualities, uniform sizes and precise shapes, 
which make neat work and satisfactory service certain. 





MILCOR7S 


COnrrac<D 


It stands the gaff of strenuous 
service. In first cost and in 
the long run, Milcor Cop- 
pered Metal is the most eco- 
nomical rust-resisting sheet 
metal on the market. 


Its .25% copper,so amalgamat- 
ed as to become an inseparable 
and vital part of the base metal, 
neutralizes the corrosive action 
of sulphur in the metal. This 





proportion of copper has been 
determined as ideal after ex- 
haustive experiments. 


Not only is Milcor ““Coppered 
Metal” the most effective rust- 
resisting material known, but 
it is also softer, more pliable 
—easier to work—mighty sat- 
isfactory material for Sheet 
Metal Workers and Tinsmiths 
on all classes of work. 


Investigate Milcor “‘Coppered Metal” Prices 
Your Trade appreciates Milcor Quality 
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Largest Manufacturers in the 
U. S. A., of Eaves Trough, 
Conductor Pipe and Trim- 
mings. Annual Capacity over 
Fifty Million Feet. 


Have you seen the new “Crimp- 
edge Gutter”? Write for details. 


MILWAUKEE CORRUGATING COMPANY, MILWAUKEE, WISCONSIN 


LA CROSSE, WIS. 


KANSAS CITY, MO. 











MINNEAPOLIS, MINN. 
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Sterling service is equally prominent in the 
quality of the Barrow itself. 

Those who have used Sterling Barrows know 
the difference, and know them to be the Bar- 
row without squeaks or shakes. 





Wheelbarrow Service 
The dealer who sells them will admit that 


ton ieeeaiiad ai ah Mhaitines every Sterling sale brings a satisfied customer. 


Service is the guaranteed im- The man who wheels the Sterling knows it to 
mediate deliveries from our be the easiest wheeling Barrow— (because of 


warehouse stocks at New York, ta If ‘lin wheel) 
Boston, Cleveland, Detroit, Chi- seir-OlIng ; 


cago and St. Louis. To Appreciate Them You Must See’ Them. 
| Why Not Place a Trial Order Now? 











Get Catalogue 36 and Special Price to Dealers 
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YAMOND EDGE 1S A QUALITY PLEDGE 


444444 
TRADE MARK REGISTERED 
iN THE U. 6. PATENT OFFICE 
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Shapleigh National Series No. 1189. 
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